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Tasty Conger. 


Cast grained marshmallows, traditionally a sum- 
mertime specialty, can now be made to stay 
soft and taste-tempting even in dry winter 
weather. 


The secret is sorbitol. This wholesome new in- 
gredient is exceptionally effective in stabilizing 
the moisture content and palatability of many 
foods. - 


Cast grained marshmallows made with sorbitol 
sell well in all seasons. They not only retain their 
softness in dry weather, but also don’t get soggy 
and sticky in hot weather. 


Even more important is the “‘plasticizing bonus” 
you get in sorbitol. Sorbitol is a unique humec- 
tant because it gives candy a softening effect 
over and above its moisture stabilizing prop- 
erties. This improved softness of texture adds 
to flavor appeal and helps prevent breakage of 
pieces during shipment. 


Try sorbitol in your grained marshmallows, and 
in any of the dozens of other confections to which 
this unique material can give new, salesworthy 
qualities. Write to Atlas for technical data, 
samples and recommendations on your own 
formula. 


KITCHEN-TESTED SORBITOL RECIPE 
FOR CAST GRAINED MARSHMALLOWS 


Granulated sugar. . . ; 59 Ibs. 
Corn syrup . 20 Ibs. 8 oz. 
SORBO® sorbitol solution 10 Ibs. 
Gelatin (medium ——. 2 Ibs. 
Water for geiatin. . . . 6 Ibs. 


Add water in sufficient quantity to dissolve the 
granulated sugar and boil at 236°F. Turn off 
the heat and add corn syrup and SORBO. Add 
gelatin which has been pre-soaked in 6 lbs. of 
water, and mix until the gelatin is completely 
dissolved. 


Beat the batch in a marshmallow beater to the de- 
sired density. Add color and flavor. Cast into 
starch which has been tempered to 90-100°F. After 
several hours in starch at room temperature, trans- 
fer toa drying room at 105-115°F. Allow to re- 
main until pieces have grained on the surface, 
then remove and pack. 
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Improves clarity of starch jelly...saves time, cuts costs 
at Thos. D. Richardson Co. 


This VOTATOR* Continuous Processing Apparatus has permitted 
an entirely new and better production set-up for Richardson’s jellies. 
Replacing batch methods, this equipment automatically controls 
temperatures and moisture content as starch is cooked uniformly 
in a continuous system. Thus, clarity of the jellies is improved, and 
curing time is greatly reduced. 

The production rate is now 2100 pounds >er hour—increased 
from 800 pounds per hour. With faster cooking and less curing 
time, requirements for storage space and equipmeat are reduced. 
Likewise, unit costs for steam, power, and labor are cut. 

It’s worth your while to investigate equipment that not only 
improves product quality but lowers costs as well. Get complete 
information now. Write The Girdler Company, Votator Division, VOTATOR Continuous Processing Apparatus pro- 


vides clean, sanitary, closed-system processing at 


224 East Broadway, Louisville 1, Kentucky. Thos. D. Richardson Co., Philadelphia, Pennsylvania. 


*VOTATOR— Trade-Mark Reg. U. S. Pat. Off. 


the GIRDLER Company 


A DIVISION OF NATIONAL CYLINDER GAS COMPANY 
LOUISVILLE 1, KENTUCKY 


VOTATOR DIVISION: New York, Atlanta, Chicago, San Francisco 
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Mr. Deran Hintlian has acquired most of the capital stock of the C. S. 
Allen Company, primarily a toffee house. Mr. Allen will continue to operate the plant in Webster, 
Mass. The plant moved from Brooklyn 24 years ago. Previously it operated in Montreal Canda. 


Fox-Cross Candy Company, makers of Charleston Chew, has been 
bought by Nathan Sloan, owner of Kendall Confectionery, major jobber in the Boston area. Mr. Sloan 
is Director of Sales for American Nut & Chocolate Company, on of the largest packers of Christmas 
stockings. 


Phoenix Candy Company of Brooklyn has bought the business and 
plant of Milkmaid Candy Company. 


Miessee Candies of York, Pa., retail and wholesale manufacturers 
have bought Helm Candy Company of Lancaster and will move into the Helm plant after the lst of 
the year. 


NECCO appoints new Marketing Director to replace John Reddy, re- 
tiring after 33 years with the firm. Wade H. Jones is the new man, formerly Advertising and Mer- 
chandising manager. Also appointed to new positions are Robert L. Singer, Director of Market 
Research: Proctor A. Coffin as Advertising and Sales Promotion Manager: Thomas McCutcheron 
Merchandising Manager. 


Bill Boececker has been appointed the Western Divisional Sales 
Manager for DeMet’s, Inc. Formerly, a broker for DeMet’s, he will handle sales for this firm in 
the 10 Western States. 


Arthur A. Starin, Advertising Manager for Sweets Company of 
America, passed away suddenly on November 16th. 


Be sure and check the December issue of the NCWA Wholesaler. 
It will contain the list of their members. The first time this list has been published since 1948. 
This is the NCWA’s Tenth Anniversary Issue. 


Per-share earning of Hershey Chocolate Corporation made a sub- 
stantial gain the first nine months of 1955 over the similiar period in 1954, from $1.19 to $1.81 
per share. Estimated sales will approximate $159.4 million with profits up approximately $1.6 
million. 
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Lowell Tjaden, left his position of Sales Manager of Market Con- 
fections, Los Angeles, to go into the brokerage business, handling mostly food items and call- 
ing on the grocery trade. 


The 1956 Directory of Automatic Merchandising gives the following 
figures for sales of candy and gum through Vending Machines. Bulk candy & gum & nuts at 
$26,250,000, Candy at $215,000,000 and Chewing Gum at $13,750,000. 


TRENDS IN CONFECTIONERY SALES. During the January- 
August 1955 period sales of package goods retailing for $1 or more per pound by Manufacturing- 
Wholesalers declined 9 per cent over the similiar period in 1954, and a decline of 3 per cent 
in bar goods. Manufacturing-retailers dollar sales increased 3 per cent due to increased prices 
of raw materials which puts the poundage sales down about 2 per cent. 


The NCA Industry Promotion Committee met on November 10th 
and heard presentations by four Public Relations firms on how to boost confectionery sales. 
Evaluation of these presentations will be made by a sub-committee composed of: W. C. Dick- 
meyer, Wayne Candies, Vic Gies, Mars, Inc., William Fette, Schutter Candy Company and 
Eugene Fretz, Robert A. Johnston Company. 


A new Barton’s Bonbonniere candy department has been opened 
in the John G. Myers Company in Albany, N.Y. It is the seventh Barton’s unit to be opened in 
a major department store. Announcements will be made soon on additional departments in Mc- 


Cardy’s of Rochester and outlet’s of Providence. 


The J.B. Reese Candy Company has acquired land outside of 
Hershey, Pa., for building of a new plant. 


IN THIS ISSUE 


Evaluation of Cacao Other Than By Market Quaotations. 


Robert Wymper does his usual fine job of commenting on this important subject, telling 
of his experience on plantations and in the laboratory. 


Selected Best Candies of The Year. 


Reports on the best candies sent through the “Candy Clinic” in 1955 are reviewed. A 
regular feature of “The Manufacturing Confectioner” for 28 years, it has stood for quality con- 
trol long before the current drive by one of the country’s largest retail chains. The Clinic 
represents the only impartial panel to which a candy manufacturer may send his candy for an 
analysis. Though not represented as THE LAST WORD, it is intended as a help. 
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ee Talk about service—we even help you plan 
ahead!” exclaims your Flo-Sweet Engineer. “That's 
why, when you use Flo-Sweet, you get greater sat- 
isfaction at every step. From the time you first con- 


FORMULA CONVERSION 
Flo-Sweet specialists readily 
convert your present dry sugar 
formulas to liquid. 


2 ARI 


sider liquid sugar, during equipment layout and 
installation, up through carefully timed deliveries — 
the Flo-Sweet technical staff is at your service. Here 
are six important ways they can help you save.” 


STORAGE 

Flo-Sweet’s huge storage 
facilities free you from carrying 
costly sugar inventories. 








SUGAR SYSTEM LAYOUT 


Flo-Sweet engineers’ quarter century's 


experience with liquid sugar systems 
saves you time and expense. 


DELIVERIES 

Flo-Sweet has set the pace 
for the industry in prompt 
liquid sugar deliveries. 





SPECIAL EQUIPMENT 


Design and installation 

of special sugar handling and 
processing equipment are routine 
procedures for Flo-Sweet engineers. 





RESEARCH 


Flo-Sweet laboratory technicians 
have long experience in 

helping customers solve 
problems involving sugar. 





“MUST” READING FOR EVERY SUGAR USER: This authoritative new 
manual contains over 200 pages of detailed information on the design, 
installation and operation of liquid sugar systems. It covers the use of 
liquid sugar in major food 

industries, provides a 

wealth of technical data 

on liquid sugar itself, 

and gives specific infor- 

mation on performance 

and costs. A valuable 

reference work for 

every food tech- 

nologist’s library. 

Price $5.00. 








YONKERS, 





NE W YORK 





SERVING INDUSTRIAL SUGAR USERS EXCLUSIVELY 
FROM YONKERS — PITTSBURGH —TOLEDO— DETROIT 


for December, 1955 








. . 
\ 
\ * x \ 


\ 


y™ TO TH 





IE; 


* 


\ A * . i | 

WORLD, 
\ . | 
\ 


\ 


THE MANUFACTURING CONFECTIONER 


























@ The 


with INTERNATIONAL CONFECTIONER 
Vol. XXXV No. 12 


December 1955 
Edited and Published in Chicago 


Evaluation of cacao other than by 
market quotations 


A Little Man 


Packaging: a major force in 
American business 


The Candy Manufacturing Center of the World 





Robert Whymper 17 
Stanley Allured 29 


Baur’s swank shop 
1955 Editorial Index 


Candy Packaging News & Notes 


New Products Candy Clinic 
Classified Ads 


Brokers 


New Packages 
Calendar 


Sugar Report...Charles Fuchs 46 Advertisers Index 





COVER: This photograph came from Hazel-Atlas Glass Company, and 
brings to mind the days of a more elegent, though less “effi- 
cient” package for hard candy. 





Founder—Earl R. Allured 
Publisher—P. W. Allured 
Editor—Stanley E. Allured Consulting Editor—Thomas F. Sullivan 
Technical Editor—Wesley Childs English Representative—M. G. Reade 
Eastern Manager—James W. Allured Sales Manager—Allan R. Allured 
Circulation Director—M. Seelman 


Eastern Office 
80 Wall Street 
New York 5, N. Y. 
Bowling Green 9-8976 


Publication Office 
418 N. Austin Blvd. 
Oak Park, Illinois 
Village 8-6310-11 


London, England 
Prospect House 
Heath Street N.W.3 


Published monthly by The Manufacturing Confectioner Publishing Compzny, pub- 
lishers of The Manufacturing Confectioner with International Confectioner—The 
Candy Buyer’s Directory. Executive offices: 418 No. Austin Blvd., Oak Park, Illinois. 
Telephone Village 8-6310. Eastern offices: 80 Wall Street, New York City 5, N. Y. 
Telephone Bowling Green 9-8976. Publication Offices: 1309 N. Main St., Pontiac, 
Illinois. Subscription price: One year, $3.00. Two years, $5.00. Per copy, 35¢. In 
ordering change of address, give both old and new address. Entered as second class 
matter at Pontiac, Illinois. Member: National Confectioner’s Assn., Western Con- 
fectionery Salesmen’s Assn., National Candy Wholesaler’s Assn., Flavoring Extract 

fgs. Assn., Audit Bureau of Cireulation, Associated Business Publications. Foreign 
subscriptions: One year, 5.00. Two years, $7.50. Canadian Subscriptions: Same as U. S. 


for December, 1955 





“She Sweet 
aud 
‘She Sour 


Q.. lead article in this issue 


is written by Robert Whymper, 
an author familiar to regular 
readers of this magazine, and to 
those who have occasion to 
search the literature of choco- 
late. Mr. Whymper’s status as 
an authority on the subject of 
cocoa and chocolate is un- 
challenged. His contributions to 
the literature on these subjects 
are unparalleled in recent years, 
at least in this country. 

It is this dispostion to write, 
accurately from personal experi- 
ence and investigation, that most 
obviously sets Whymper apart 
from his contemporaries. That, 
and his scrupulous attention to 
crediting original work, is con- 
spicuous throughout his writ- 
ings. 

Mr. Whymper writes us that, 
having passed his seventieth 
birthday, this will be his final 
piece of published literature 
based on his experiences in this 
industry. 

His writings will be missed by 
the serious technologist, not only 
because of the wealth of infor- 
mation he has provided in the 
past, but more seriously because 
there does not seem to be an- 
other person associated with this 
industry that is both willing and 
capable of taking his place. 
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No variations due to 
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decline. 


: il 





@ REDESIGNED SCRAPER 
With hydraulic control. 





a 


@ ROLLS ALWAYS 
PARALLEL 
























Full details immediately 
on request. 


TYPE SFG-c 








Engineers F ’ Clev 
2121 STATE HIGH 











Page 10 THE MANUFACTURING CONFECTIONER | Fult 











Consistently 
through the years 


the greatest taste 





im chocolate 





= 






















Finest quality chocolate coatings... 


NESTLEs 
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Junior Depositor Model 16” 


for high speed and 
low cost production 
of chocolates 

and candies of 
varied sizes 

and shapes 


the Racine Depositor 


FOR 
CARAMEL AND NUTS CREAM PATTIES 


covered with chocolate Mint or other flavors and colors 


COCONUT KISSES CHOCOLATE BARS 


with caramel or cream with or without nuts and fruits 
AND MANY OTHER CANDY AND CHOCOLATE PRODUCTS 


Any of the candy and chocolate products illustrated, and many others, can 
be made economically with the Racine Depositor. Because it operates without 
pumps, this modern machine makes deposits of uniform weight and size in all 
types of molds, metal or paper cups, or directly on trays, plaques or belts. To 
meet the manufacturer's requirements, we build the Racine Depositor in four 
sizes: the Jumbo 48”, Senior 32”, Junior 16” and Bantam 6”. 


Write today for complete details 


VACUUM “en RACINE 


CANDY MACHINERY CO. CONFECTIONERS’ MACHINERY CO. 


15 PARK ROW, NEW YORK 38, N. Y. 
Western Office and Factory: Racine, Wis.¢ Eastern Factory: Harrison, N. J. 





MACHINES 
FOR EVERY 
MANUFACTURER OF 


CANDY & CHOCOLATE 


HANS 


SIMPLEX H-1 STICK CANDY BANTAM SENIOR ELLA 
MACHINE DEPOSITOR ‘ DEPOSITOR ay = 


STEAM GAS 
VACUUM COOKER VACUUM COOKER 
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et a Bigger Bite of Candy Sales 


ay 


with Best Foods Oils 


The all important chewing and cutting 
qualities are enhanced in every respect 
when you use Best Foods vegetable oils. 


In caramels and kisses, taffy, nougats and 
other such confections, Best Foods oils 
are favored by leading manufacturers. 
There is a Best Foods hydrogenated oil or hard 
butter to meet every lubricating requirement. 
Two of the most popular are: 


SIRE ES PONIES LE IEE 


FILBISK — a hydrogenated coconut oil with a 
110-degree melting point. 


S-70-XX Hard Butter — exclusive, 
patented, pure white, neutral tasting, 
homogeneous oils that cannot separate; 
uniform in quality, has a sharper 
melting point than ordinary hard butters. 


Whether FILBISK or one of the 
§-70-XX_ butters (available with 
varying melting points) will 
suit your needs better, The Best 
Foods laboratories will gladly 
help you use them to your 
best advantage. Contact your 
Best Foods representative for 
fast, dependable service. 
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INC. 


NEW YORK e CHICAGO e SAN FRANCISCO DALLAS 

















THERE'S cleat IN FLAVOR! 


ALVA quality controlled flavors are designed not only | 
for the finest in flavor... they are technically planned 
in the ALVA laboratories to be fool-proof and practical 
throughout the manufacturer’s processes and the 
shelf-life of your candy. 

ALVA quality controlled flavors are designed right to 
taste best. 


ee & & Ge 


VAN AMERINGEN-HAEBLER, INC. 


ly 521 WEST 57th STREET, NEW YORK 19, N. Y. 
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"Sweets to the sweet...” 
(HAMLET, Y, i) 


William Shakespeare was referring to flowers 
when he put the words “Sweets to the sweet” 
in Queen Gertrude’s mouth. But today, because 
of candy’s world-wide popularity, this famous 
quote from Hamlet has assumed still a 
“sweeter” meaning. 





REMEMBER THIS ABOUT CANDY! 


for finest quality and best results... 


~ ANHEUSER-BUSCH 
moron 2” STARCHES 
wow e.. CORN SYRUPS 





ANHEUSER-BUSCH, INC. « CORN PRODUCTS DEPARTMENT « ST. LOUIS, MO. 
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H. Kohnstamm & Co., Inc. produces every color in the rain- 
bow... just the right color to enhance your products with 


exciting eye and buy appeal. 


ATLAS Certified Food Colors, in powder, paste and cube 
form have superior solubility, incomparable brilliance and 
dependable uniformity. No wonder they have been the 


industry's standard for a hundred and four years. 


You should send for a copy of our booklet for reference 
as it contains valuable information that will be helpful to 
you in coloring your products. Also remember that our 
research facilities and staff of color experts are available 


for consultation at all times. 


FD&C RED 42 
CERTIFIED 
(184 AMARANTH) 


LOT NO. E2889 


93 PERCENT PURE DYE 
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H. KOHNSTAMM & CO. INC., DEPT. MC 


89 Park Place, New York 7, N.Y. 


Please send us a copy of your ATLAS FOOD COLOR GUIDE 
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FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSTARR ¢ COMPANY Enc. 


ESTABLISHED 1651 


89 PARK PLACE, NEW YORK 7 + 11-13 E. ILLINOIS ST., CHICAGO 11 + 2632 E. 54 ST.. HUNTINGTON PK., CALIF. 
BRANCHES IM OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 


Page 16 THE MANUFACTURING CONFECTIONER 





fr Fe Sle et ee 





COLORS 
ells 
ae 


RS 





JIDE 


CALIF. 


STIONER 








Evaluation of cacao 


other than by market quotations 


by ROBERT WHYMPER 


PART 1—Some Statistical, Agricultural, and Botanical 
Considerations. 


On the face of it, the future of Cacao (its quantity 
and quality) may look as gloomy as “The Bottomless 
Pit’ where ruled, and seemingly still rules, the King 
with the Hebraic name of ‘Abaddon’ which, if accent- 
ed on the second syllable in proper English pronun- 
ciation, better describes the general situation in the 
realm of Cacao than does the word ‘Hellish’. 

It is, however, often difficult to tell from market 
quotations alone what exactly is the true state of 
affairs, while even such an authority as Mr. D. H. 
Urquhart, for many years until 1950 Director of Agri- 
culture on the Gold Coast, has not completely satis- 
fied us in his recent book ‘Cocoa’ (‘Tropical 
Agricultural Series’, Longmans, Green and Co.) re- 
garding either the past reasons for the phenomenal 
rise in price of Cacao (as quoted on the New York 
Cocoa Exchange, for example) since October 1946 
or the near-future prospects of a more reasonably 
consistent and lower market. 

Looking back over the past twenty-five years, we 
can say that 1930 began the ten years of the ‘Five 
Cent Era’ in the history of Cacao (reaching the low 
of 3.40 in Feb. and Mar., 1933) followed by the six 
years of the mainly price-controlled “Nine Cent Era’ 
which suddenly ended in October 1946 when the 
price jumped from 8.90 to 14 cents and was 24.50 by 
December. Thereafter, with the exception of 1949 
(averaged monthly price, 21.50), the market climbed 
quickly, following on price-decontrol, into and over 
the 30 cents, reaching 46.80 in December 1953 and 
the peak of 65 cents in 1954. 

During those remarkable, almost continuously rising 
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prices (except in depressed 1933 and during the War 
years price-controlled at 8.70) “World Production’ of 
Cacao had increased about 30%, at any rate up to 
1940, and, even with some recent declines, has kept 
pace with increasing demands. It has, to be sure, been 
the mostly lugubrious reports and papers emanating 
from several pleasantly sociable conventions and from 
more authoritative bodies in the past fifteen years 
that seem to have progressively panicked Cacao brok- 
ers and users into believing that considerable decline 
in production was always “imminent” owing to the 
ravages of swollen shoot, capsid, black pod, and other 
diseases on the W. African plantations, which, having 
got out of hand through dendrobic neglect during the 
War years especially (among the various excuses), 
necessitate the destruction of many thousands of oth- 
erwise should-be-fruitful, trees. Then, too, it is known 
that in West Africa a large number of trees also are 
long past their prime by reason of age, and it has not 
been fully reported to what extent precautions have 
been, or are being, taken to replace them when beyond 
economic bearing, a state of depreciation at which 
many trees must have already arrived. The papers 
read at the ‘Cocoa Convention’ held in London in 
1950 were at least hopeful, if not excitingly so, in 
these directions. 

On the other hand, with high prices being now 
paid to the West African Cacao Farmer and to even 
the small grower bringing to the depots a reasonable 
quality of dried beans, we might have expected 
increased acreage under cultivation and some encour- 
agement to the smaller man to plant more govern- 
ment-provided saplings, which, together, would show 
up advantageously in a few years’ time in an increase 
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of marketable Cacao at a possible decrease in price. 
Our expectations in this direction, in absence of defi- 
nite figures, may, of course, be already partially real- 
ised, and there is some reason for optimism. But, as 
stated at the outset, the outlook is not a happy one be- 
cause of so many factors, known and unknown, real 
and fanciful, world-wide and local, economic and po- 
litical, speculative and sound, that make the market 
quotations jittery and unreliable as a guide for the fu- 
ture. Already, however, as I write, (June, 1955) the 
price is falling—from 60c in early 1954 to 40c at the 
beginning of 1955, to 34c in May 1955, justifying con- 
siderable reduction in price of Chocolate to the public 
quickly adopted by all the leading English manufac- 
turers. Then, again, the increase in production in sev- 
eral South and Central American countries, reported 
by The American Cocoa Research Institute recently, 
should certainly be relieving the situation, if true. 

In a general way, I suppose, we can continue to 
repeat the tritely true maxim that the price of a com- 
modity depends more upon ‘supply and demand’ than 
upon any other factor. But, in my opinion and if 
there is acute shortage of supply, which I frankly 
doubt, it has been the obsession of the larger planters 
to cultivate over-intensively those ‘breeds’ of Cacao 
that should provide maximum yield of beans per tree 
and per acre, that is primarily responsible for the 
dilemma. Over-crowding of trees on plantations en- 
courages the arrival and spread of diseases, and it is 
likely, if apparently paradoxically, that the necessary 
thinning-out now in operation in W. Africa may result 
in greater yields from the fewer remaining stands. It 
is quite certain that, for too many years in the more 
wicked distant past, the hoped-for high yields from 
trees were given greater consideration than have been 
other ‘genetic’ qualities of Cacao which include resist- 
ance to disease as well as the actual and latent 
‘flavory’ qualities of the fermented and dried beans 
for use by manufacturers of Cocoa and Chocolate. 
But times have changed, and a new, more virtuous 
approach is now being made to the many problems 
involved, presently divorced, it is hoped, from plant- 
ers greed, commercial speculation, unjustifiable se- 
crecy, and political chicanery. 

When I attended the first “Cacao Conference” that 
met in London shortly after World War I (prices 
then showing a tendency to fall—in the U. S., 18.36 
cents in 1919, 13.10 in 1920, 7.29 in 1921), I was 
surprised how few of those present (Planters and 
Agricultural Experts on the one hand, and Chocolate 
Manufacturers on the other) understood or were pre- 
pared to consider sympathetically each others’ prob- 
lems. There were, of course, among the conveners 
representatives of such manufacturers as Cadbury and 
Terry of England owning their own, if limited, Cacao 
plantations—experienced men capable of enlightening 
the assembly on many points of interest to both sides. 
But the somewhat absurd jealous secrecy among Brit- 
ish manufacturers was, at that time, still a bar against 
open discussion on most of the important and debat- 
able matters that might have been raised. The price 
of Cacao was, consequently, about the only subject 
which both parties could talk about on an equal foot- 
ing and with equal vigor without giving themselves 


Page 18 


away. Since then, the several Research Departments 
of Colleges, Schools, Institutes, Centres, and Associa- 
tions embracing Cacao Planters, Agricultural Experts, 
Chocolate Manufacturers, and Students in all three 
fields, and largely financed, guided, and controlled by 
British and Inter-American interests, are now cooper- 
ating in solving the most essential problems relative 
to the growing and processing of Cacao. And these 
investigations include the factors influencing not only 
greater yields from trees by selection and by preven- 
tion and cure of disastrous diseases but also the 
‘genetical constitution’ of Cacao which, together with 
the methods of ‘curing’ on the plantations or in ‘cen- 
trales’ (i.e. fermentation and drying, also under close 
study), determines the ‘flavory’ foundation of a fin- 
ished Cocoa or Chocolate, while modifications of that 
flavor-base are secured by the processes of roasting 
and other treatment in the factory. At the last “Cocoa 
Convention” I attended in London in mid-September, 
1950, while the official programme was largely devoted 
to the methods of control of the swollen shoot disease 
on the Gold Coast and in Nigeria, other papers were 
read on “Rehabilitation and New Plantings” in Africa, 
on “Investigations in Progress in Trinidad” and “Sub- 
sidised Rehabilitation with Clonal Cacao” also in Trini- 
dad. The conveners on this later occasion were well 
represented by Cocoa and Chocolate Manufacturers as 
well as by Planters and expert Agricultural Scientists, 
and the discussions were on a very different level 
from those that I remembered at the so-called “Con- 
ference” some thirty years previously. 

Most published quotations on the New York Cocoa 
Exchange have been based on ‘Accras’ since 1946, an 
obvious indication that, with rising prices, the price- 
differential between the fine ‘flavory’ Cacaos such as 
“Venezuelas’ and ‘Ecuadors’ and the bulk ‘basic’ Cacaos 
such as ‘Accras’ and “Bahias’ had become less pro- 
nounced than formerly, while the importance of ‘basic’ 
Cacaos had greatly increased in proportion. Such a 
change in values should, therefore, have resulted in 
finer flavored Cocoas and Chocolates generally (some 
of the better grades of Cacao being available at a more 
acceptable price), but this does not appear to have 
been the case in the universal scramble for larger and 
yet larger outputs of Chocolate and Chocolate-coated 
candies. The reason why fullest advantage has not 
been taken of this ‘flavorful’ opportunity is only par- 
tially to be found in the deterioration of public taste 
that inevitably followed World War I and was further 
accentuated after the last War. But two other factors 
have also greatly affected the situation—(1) the enor- 
mously increased and increasing demand by the Choc- 
olate and Chocolate-candy industries for Cacao Butter 
—the necessary, natural fat of Cacao that is, however, 
just about as good in quality and as high in percent- 
age-content in ‘basic’ Cacaos as in the finer grades;°* 
and (2) in the words of Mr. W. Tresper Clarke, one 
of todays’ leading authorities in the manufacturing- 
field, in his admirable treatise “Chocolate and Cocos’ 
(Encyclopedia of Chemical Technclogy’m Vol. III, 
1949 )—“Skillful processing of certain common types 
of beans can produce remarkably fine chocolate flavors 
usually characteristic of the higher-grade beans. Pre- 
sumably this is caused by modifying parent or proto 
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So why skimp on quality...insist on Exchange 
quality and flavor that come only from genuine 


California lemons, grown and skillfully processed 
by Sunkist Growers. 
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substances already present but undeveloped in the 
beans.” 

And this brings us to the theme-song of this ‘Opera’ 
—“Can a leopard change its skin, or sows’ ears grow 
silk therein?” I have no intention of trying to answer 
these faunic questions here as did the late Dr. Arthur 
D. Little in his researches on the latter query, under- 
taken less as a potential commercial enterprise than 
as self-advertisement with his ‘tongue in his cheek’ 
and his ‘sows’ ears in vitro’. But, so far as these 
‘genetic’ possibilities concern our botanical cum com- 
mercial studies in the case of Cacao, their relevance 
has to be considered. 

It is not possible to say exactly what strains of 
Cacao existed in today’s tropical “Americas” at the 
time of Christopher Columbus’ discoveries, or what 
was the blend of beans that went to the making of 
Montezuma’s favorite beverage before and during the 
conquistadores’ invasions. But it is generally conceded 
that there exist in our present century at least three 
species that can breed ‘true’, though, owing to Cacao 
being (the fickle floosy) heterogeneous; it is not 
always easy to demonstrate absolute purity of species 
from observations made on beans taken from pods 
even from the same tree when growing in a plantation 
where the stands contain mixed species and hybrids. 
The three main species (apart from any number of 
hybrids and cross-breeds only some of which may be 
establishing themselves as true sub-species ) are known 
as*“Criollo”, “Forastero”, and “Calabacillo”, of which 
“Forastero” types are by far the largest representatives 
in commercial Cacaos, mainly because of their rela- 
tively high yield per tree, their comparatively easy 
cultivation, their general hardiness against disease in 
the more suitable soils and climates, and, under proper 
care, their acceptable ‘Chocolate Flavor’ when their 
beans are fully fermented and dried on the plantations 
or in ‘centrales’ and after controlled roasting and 
processing in the factories making Cocoa and Choco- 
late for public consumption. 

While not wishing to confuse the reader with too 
many botanical complications, I mention a recent 
statement by Dr. Cheeseman, at present chairman of 
the Cocoa Scientific Advisory Committee in Britain, 





*NOTE 
It should be mentioned that it is botanically and agri- 
culturally possible to create, by selection and con- 
trolled pollination or grafting, hybrids of Cacao with 
beans yielding a higher percentage of Cacao Butter 
in the cotyledons of the fermented and dried beans 
of commerce than the usually accepted 55% maximum. 
This desirable possibility was emphasised by me in 
a Report made more than 25 years ago when the 
growing importance of Cacao Butter to the Chocolate 
Industry had already become obvious. I have seen. no 
references to efforts made in this direction, though 
a definitely possible 60% to 70% Butter-content in a 
Cacao would have considerably aided us now at a 
time when Cocoa Powder is rather a superfluous item 
in the Industry and Cacao Butter in ever increasing 
demand. 

R. W. 
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which may briefly indicate some of the difficulties 
that beset Botanists and Geneticists. Not having to 
hand the original account of that rather involved state- 
ment, I quote here from ‘Unsolved Problems in the 
Production of Food (Chocolate), (‘Chem. and Ind.’ 
Nov. 6th, 1954), by Dr. A. G. Lipscomb, for the 
grammar of which I am not responsible:—“He (Dr. 
Cheeseman) distinguishes two classes of Criollo, 
namely: Central American and South American, and 
two classes of Forastero, i.e. Amazonion and Trinitario. 
Trinitarios are hybrids of S. American Criollo and 
Amazonian Forastero and do not occur in the wild 
state. Both the cocoa grown ‘in the West Indies and 
West Africa is of the Trinitario type, but the former 
is characterised by its stronger and superior chocolate 
flavour. For this reason, the cocoa grown in Trinidad 
commands a higher price than does West African.” 
Soil and climate must account for much of this differ- 
ence in ‘quality’, while local, indiscriminate (uncon- 
trollable) pollination may well be responsible for the 
remainder. 


Pure Criollo Cacao is characterised by an absence 
of color (or the presence of a very faint pink at most) 
in the beans taken from their somewhat warty pods, 
and, after being fermented and dried, the beans 
when cut or broken show interiors or cotyledons of 
pale cinnamon-brown, which, after bean-roasting, are 
very mild and non-astringent to the taste and often 
more aromatic than ‘chocolatey’ in perfume. During 
some work on Cacao plantations in Ceylon in 1919- 
1920, I had occasion to become interested in a very 
small Chocolate Factory in Peradinya (near the fa- 
mous Kandy spelt with a ‘K’ and noted for its ‘Budd- 
ha’s Tooth’, which is not of the ‘sweet-tooth’ variety ) 
in which only locally grown Cacao was being proc- 
essed. The Chocolate made from the highest grade, 
washed, pure Criollo beans with paper-thin shells was 
as pale in color as a light “Milk Chocolate’ and so 
mild and aromatic in flavor as to suit the palate and 
olfactory sense only of a ‘gourmet’, its light brown 
color being, however, once regarded in my young 
days, as an asset in “Milk Chocolate’. The Chocolate 
resulting from a mixture of various lecal hybrids and 
cross-breeds was darker in color and more ‘chocolatey’ 
in flavor, but still not pronounced enough either way 
for western ideas of what dark ‘Chocolate’ should be, 
even with the aid of Vanilla also grown locally. 

The absence of Color (particularly of ‘reds’) in 
pure Criollo Cacao as associated with the absence 
of a pronounced ‘Chocolate Flavor in the beans 
fresh, fermented, dried, or roasted should be noted 
at this point. In any case, beans fresh from the pods 
of all species and varieties of Cacao are entirely de- 
void of ‘chocolatey’ flavor which becomes apparent 
only during fermenting and drying and is more fully 
developed during roasting and processing. And it is 
these changes in the beans after they have been re- 
moved from their pods that constitute the main 
reasons for the many past and present researches 
undertaken to establish the chemical relationship 
between Color and Flavor in determining the com- 
mercial value of different Cacaos from these two 
qualities. 

Pure Forastero Cacaos, usually distinguished by a 
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smoother ribbed pod on the tree, are more difficult to 
identify as such through the color of their beans when 
taken fresh from their pods, the pigmentation of the 
cotyledons ranging from rosey pink to a dark red 
with a sometimes bluish tint: and these variations can 
be seen also in the commercial fermented and dried 
Forastero types which, according to the country of 
origin and the treatment during fermenting and 
drying, show what can be described only as a true 
‘chocolate color’ that may still have an excessive 
touch of purple or red if the beans have been in- 
sufficiently fermented. This increase in reddish color- 
ation of Forastero over Criollo Cacao is accompanied 
by a very appreciable increase in the tannin-astrin- 
gency of the raw beans and in ‘Chocolate Flavor’ af- 
ter the beans have been fermented, dried and 
roasted, while there are several other components, 
some of them colorless (among the “proto substances” 
mentioned by Mr. Clarke), that probably contribute 
in determining the ultimate flavor of Cocoa and 
Chocolate as most appreciated by the general public. 
But even this is not the whole story in the develop- 
ment of flavor in commercial Cacaos since a number 
of aromatic esters and odoriferous acids (such as 
acetic and butyric) are formed from the ‘sugary’ 
pulp during fermentation, portions of which are ab- 
sorbed by the cotyledons and held to some extent 
even after drying and roasting. These extraneous, 
supplementary flavory substances are, however, also 
outside our immediate considerations of the ‘genetical 
constitution’ of Cacao. 


Regarding Calabacillo Cacao, there is a modern 
tendency to ignore its existence as a separate species, 
though such a celebrated specialist and mentor as 
C. J. J. Van Hall (‘Cacao’, 2nd. Ed., 1923) showed 
no hesitation in naming it as such, an opinion with 
which I agree after having made a number ef tests 
of which further mention may be made later. The 
trees of this species are more hardy than Forastero, 
and the pods are usually much rounder, while the 
beans therein are deep purple when cut and far more 
astringent than those of Forastero. Chocolate made 
from pure Calabacillo beans is harsh to the palate 
though possessing a strong but crude “Chocolate Fla- 
vor’. It is quite certain that some straight Calabacillo 
beans (or of pronounced Calabacillo strain) get into 
bulk ‘basic’ Cacaos of the Accra, Bahia, Panama, 
Costa Rica types from time to time and account for 
quite a number of the still purplish cotyledons to be 
found among commercial beans due to their specific 
under-fermentation. For the fermentation-period nec- 
essary to rid the beans of most astringency and 
reddish colorations, by removal of, or changing of, 
the tannins into blander substances and conversion 
of the color to cinnamon-brown (Criollo) or to prop- 
er chocolate-brown pigmentation in other species, 
varies with the type of beans to be processed—Cri- 
ollo, containing little or no red color and few tannins, 
requiring the shortest time of 2-3 days, Forastero 
some 5-7, while I have seen Calabacillo beans still 
purplish after 10 days’ fermentation when all other 
beans with which they were mixed had been definite- 
ly spoiled by over-fermentation with all its unpleasant 
and undesirable accompaniments. 
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There is yet another kind of Cacao that I have 
come across in my wanderings, a presumably wild 
species not uncommon in its native Central America, 
for example, but one which has no commercial value 
and is never gathered—a variety, however, that I 
have never seen mentioned though doubtless well 
known to the Botanist. In writing of it in a former 
article (‘Chim. et Ind.’, XXX, 507-517, 1933) I called 
it “Freak White” because its beans in a rather small 
pod are pure white when cut, which, after 3 days’ 
fermentation, and sun-drying, turn merely to a dirty 
white color, and the beans have absolutely no taste 
or aroma of Chocolate whatsoever when roasted. 
This Cacao interested me solely as the extreme of a 
non-colored Cacao without any ‘Chocolate Flavor’ 
as compared with Calabacillo beans markedly pur- 
ple in color with a strong, harsh ‘Chocolate Flavor 
at the other extreme, when properly fermented, dried, 
and roasted. 

Thus it was that I gradually drifted into the study 
of the Color of Cacao beans on plantations, in fer- 
menting- and drying-houses, and finally in factories 
using the commercial beans for manufacture of Cocoa 
and Chocolate, so far as its relationship with Flavor 
was and is concerned. 


Part II. 


Some Chemical Relationships between Color, Tannin- 
content and Flavor. 


In 1928, a year when a fall in price seemed likely, 
I was engaged by a large Company to report upon 
its Cacao plantations in Central America and to en- 
deavor to get production and sale of its commercial 
beans ‘out of the red’ on its books, and to improve 
the quality of them, a process which might have in- 
volved removal of yet other objectionable forms of 
‘red’, as indicated in past paragraphs. My task was 
not an easy one if for no other reason than that 
the large area to be covered had been, before the 
deadly ‘banana disease’ decimated the fruit trees of 
the district, an extremely profitable one in which 
Cacao had been of minor financial importance but 
which, at the time of my visit, had inherited the 
somewhat extravagent ‘over-heads’ permissible when 
the far more profitable bananas were booming. 

This wealthy Company was and still is of great 
economic and humane importance to several of the 
smaller nations of Central and South America, but, 
along with other profitably investing and actively 
working Companies in similar conditions, has been 
vilified and annoyed recently by yet another differ- 
ent but more virulent type of ‘Reds’, on the grounds 
of financially dominating the political structure of 
those countries in which it is operating—a totally 
unjustifiable accusation but none-the-less 2 hollow 
sounding-board for communistic propaganda which 
seems to ignore the immense contributions also being 
made to the welfare of the natives through the re- 
search laboratories and the well-equipped hospitals 
studying the tropical diseases that afflict mankind in 
equatorial regions. The saving of lives and the allevi- 
ation of suffering among the peoples of the more 
backward countries are incalculable benefits to the 
support of which Costa Rican Cacao at any rate if 
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it was to compete on the open market, could con- 
tribute only a very small sum. I have no intention 
here, however, of either discussing politics or humani- 
ties, or of detailing my efforts on the economic side 
to reduce costs of cultivation and production, which 
were interesting enough. But I propose to proceed 
at once to describing my studies on the ‘genetical 
constitution’ of the varieties of Cacao with which 
I had to deal. 

I was already pretty familiar with different types 
of Cacao in other parts of the world and with meth- 
ods of cultivation, fermenting, and drying practised 
by the most primitive small growers as well as by 
the larger planters often collecting their beans from 
distant plantations for ‘curing’ in ‘centrales’; and I 
had my programme sketched out soon after my pre- 
liminary inspection of the nearer stands of trees and 
of the ‘fermenting’ and ‘drying’ facilities. In the Com- 
pany with which I worked, it was a case of bringing 
by rail the beans depodded on often distant planta- 
tions to a ‘centrale’ that was extremely well super- 
vised and supplied with a tiny laboratory under an 
able chemist, unusual advantages in my experience 
which greatly simplified my investigations. 

My first approach to the scientific side of improve- 
ment of quality was to find some practical way of 
positively and quickly following the progress of fer- 
mentation of beans arriving at the ‘centrales’ from 
outlying plantations, and so to control it as to result 
in fully fermented Cacao with maximum ‘Chocolate 
Flavor’ after roasting and processing in the factories. 
And, in so doing, I soon became aware that I had 
to deal with depodded beans that varied very con- 
siderably in size, and color, and time in transit to 
the ‘centrale’, and, therefore, in speed of proper fer- 
mentability, absolute uniformity being out of the 
question. This obvious conclusion led me ultimately 
to devise a ‘blood-test’, as it were, in order to differ- 
entiate between the various types of Cacao growing 
on the many different stations, the beans of which 
varied, as already implied, with each train-load daily 
and, indeed, with the changing seasons. I realised 
that, in the first case (progress of fermentation), my 
tests would have to be speedy and positive in results 
to be of any real practical value; and, because the 
red colorations of the bean-cotyledons were known to 
be intensified by acid (Hydrochloric acid, for exam- 
ple) and most of the important astringent tannins 
are colored black, dark blue or green by Iron salts, 
I chose the readily ionised Ferric chloride as my 
indicator. 

By soaking fine-grained filter-papers in an aqueous 
solution of Ferric chloride and subsequently drying 
them, and then applying (from an eye-dropper ) drops 
of quickly prepared and filtered aqueous extracts of 
a standard weight of well-sampled interiors (cotyle- 
dons) on the one hand and of their skins (integu- 
ments ) on the other, I was able to follow the progress 
of fermentation from the changes observed in the 
color-formations of the drops which, after many ex- 
periments and adjustments of technique, showed such 
brilliant contrasts as to provide a sure guide as to 
what was happening daily to the beans during fer- 
mentation. For example, in the case of selected Foras- 
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tero Cacao, a drop of fresh cotyledon-extract from 
freshly depodded beans showed an immediate inten- 
sified red coloration as a central core quickly sur- 
rounded by a ring of black, blue, and green 
‘jron-tannin’ compounds that, apparently, were more 
diffusible than the soluble acidified red coloring-mat- 
ters, while the fresh extract of the integuments of 
the same beans showed no red coloration and only a 
minute trace of colorable iron-tannins. As fermenta- 
tion progressed, however, the red coloration and the 
colory iron-tannins decreased each day in the extracts 
of the cotyledons while the drops of the extracts of 
the integuments showed the presence of increasing 
iron-tannins. Thus was ocularly demonstrated for the 
first time, I believe, the migration of most of the 
astringent tannins from the cotyledons to the integu- 
ments of beans during fermentation, and a simultane- 
ous change from soluble ‘reds’ to insoluble compounds 
or, at least, into substances no longer showing red 
coloration with acid on my test-papers. 

This was, I repeat and so far as I know, the first 
case of chromatic test-papers to be used in Cacao 
studies, certainly for the purpose of following the 
progress of fermentation of beans on plantations and 
in ‘centrales’, and, in all probability, for investigating 
the ‘gentica! constitution’ of Cacao, an innovation 
the importance of which does not seem to have 
been fully appreciated. 

Following the same procedure with Ferric chloride 
test-papers, I was able also to differentiate between 
the several varieties—species, hybrids, and cross- 
breeds—of beans by the color-reactions of the drops 
of their extracts, and so provide a clue as to their 
value in determining the ultimate flavor of a Choco- 
late prepared from them. The differences in coloration 
of the spot-tests between extracts of pure Criollo, For- 
astero, and Calabacillo beans (when definitely identi- 
fied botanically) were so marked as to need no 
explanation other than the ocular. Throughout all 
the experiments a record was kept also of the changes 
in pH taking place in the extracts during fermenta- 
tion of the beans. And all these experiments were 
described in some detail in my paper in the French 
‘Chimie et Industrie’ (XXX, 507-517, 1933) which 
showed two color-photographs of typical Ferric chlo- 
ride test-papers (only very slightly but truthfully 
re-touched when the ephemeral tints had faded some- 
what between the time of making the tests and their 
photographing). A brief summary couched in more 
general and less technical terms was also published 
in the ‘Manufacturing Confectioner’ (XIII, 32-33-45, 
May 1933) with one photograph of a test-paper show- 
ing a 6-day fermentation reproduced in black-and- 
white. 

Regarding the further, later, and more remarkable 
use of chromatic tests (other than those with Ferric 
chloride) in studying the ‘genetical constitution’ of 
Cacao, I would refer the interested reader to the 
fine researches reported by Forsyth and Rombouts 
(‘Cocca Conference Report’, 73, 1953) and particular- 
ly by Forsyth alone (‘Biochem. Jour’, LI, 511). Like 
my own results, the findings of these workers were 
mostly original only in their ocular demonstration, 
since they did not reveal anything startlingly new in 
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the changes taking place in Cacao during its fermen- 
tation and drying but rather confirmed the much 
earlier work of A. W. Knapp, for example, (“Cacao 
Fermentation’, 1937) and even of myself, neither of 
whom were the first in the field to publish the funda- 
mental chemical principles involved in proper fermen- 
tation and drying. But Forsyth, by an extremely nice 
piece of chromatic research, was able to demonstrate 
that, in the Forastero Cacao he examined, there exist- 
ed no less than eleven polyphenols (6 catechins, 3 
anthocyanins, and 2 identified leucoanthocyanins ) 
mostly chemically related through a ‘benzopyrylium’ 
structure—certainly a new detailed contribution to 
our knowledge of the ‘genetical constitution’ of Cacao. 
The conclusions of these workers regarding the for- 
mation of the insoluble and, therefore, tasteless ‘phlo- 
baphenes’ were not, however, original (as was ad- 
mitted) but followed the suggestion of Freudenberg 
and Maitland, (‘Ann. Chem’., CX, 193), to which I 
referred in my own much earlier paper, that the 
‘phlobaphenes’ resulted from a process of condensa- 
tion of 1l-epicatechin. The soluble anthocyanins 
(which in plant-life have a wide range of colorations 
among the reds and blues) are the most important 
among the Cacao pigments, and, through their chemi- 
cal linkage with the tannins, contribute to the forma- 
tion of the insoluble ‘phlobaphenes’. Among the 
colory anthocyanins. cyanidin-3-glucoside seems to 
be the most dominant basic principle in Cacao, while 
the leuco-anthocyanins, chemically related to the 
catechins (Bate-Smith and Swain in ‘Chem. and Ind.’, 
377, 1953), are the proto-types of the condensed 





tannins presumably included by W. T. Clarke among 
his “proto substances” ). 

Though the changes taking place in the chemical 
structure of Cacao beans during fermentation and 
drying, and later during roasting and processing in 
factories, may seem terminologically complicated to 
the present reader, I should advise him that the 
significance of the changes are, in fact, but little 
better understood by the creators of the chemists’ 
‘lingo’. Not yet, with all our accumulated knowledge, 
can we make the proverbial “silk purse out of a sow’s 
ear’ or convert a ‘basic’ Cacao into a ‘flavory’ one 
of a better species, with all deference to Mr. Clarke’s 
correct assertion that “skillful processing” in the fac- 
tory can do much in that direction. So long as natural 
chemical components differ among the various types 
of Cacao culled and prepared for commercial use 
in the different countries of their origin, so long will 
it require a higher power than a factory-chemist to 
convert a basic “Accra’ Cacao into a fine ‘Caracas’ for 
example—a miracle that many Chocolate Manufactur- 
ers may consider unnecessary in any case, when they 
can sell unlimited quantities of a highly ‘vanillinated’ 
brown confection that passes all legal standards. But 
our hopes in the serious researchers studying the 
‘genetical constitution’ of Cacao are piously directed 
against the opposite aspirations of the “Alikonis’ school 
devoted to the production of ‘synthetic chocolate’, 
an enormity of ‘bad taste’ that is inexcusable even 
in a crisis among the parageusiacs who, physically 
afflicted, are not entirely responsible for their prefer- 
ences. 
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The secret is control—Control in the factory 

is just as important as control on the bowling alley. 
And “control” is the watchword at Wilbur-Suchard. 
Month after month, the delicious Wilbur Chocolate 
Coating you select will have exactly the same 

rich color. Only long experience in the blending of 
ingredients makes possible such close, consistent 

color control in the manufacture of fine 

Wilbur Chocolate Coatings. 


WILBUR-SUCHARD CHOCOLATE COMPANY, INC. e LITITZ, PA. 





It's hard to do...but it can be done 
and Wilbur does it again and again 



























BUFFALO 
STARCHES 


FOR BETTER MOLDING 


With Buffalo brand Corn Starch you’re sure of a molding 
agent that absorbs water efficiently from all sides of the 
deposited candy. 


You get cleaner, more definite impressions in your 
goods, less crippled centers, when you cast with 
Buffalo Special Molding Starch. 


HUDSON RIVER’ 
STARCHES 


FOR BETTER GUM WORK 


HUDSON RIVER thin-boiling starches are made to rigid specifications 
to give you ideal depositing qualities in the Mogul. That is why 
you can depend on Hudson River brand for free flowing batches 
practically free of tails and cripples. 
Our technical staff will be glad to answer any questions 
you may have about these efficient and economical corn starches. 
Just give us a call. 


CORN PRODUCTS REFINING COMPANY 
17 Battery Place, New York 4, N. Y. 
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It has now to be admitted that my Ferric chloride 
test-papers proved absolutely useless when applied to 
evaluation of the Cacao beans of commerce after their 
drying on plantations in the sun or in ‘centrales’ by 
artificial heat. This was largely due to the water- 
soluble matters of the beans, so effective in my tests 
up to their drying, being rendered insoluble by high 
acidity and by solar and greater immediate artificial 
heat. Among these substances lost to my Ferric chlo- 
ride tests were the coagulable proteins which, accord- 
ing to Forsyth, Rombouts and others, are far from 
unimportant in determining the ultimate flavors of 
Cacaos, but which I have found to occlude during 
their coagulation some of the definitely more ‘flavory’ 
matters both latent in Cacao and formed during the 
fermentation of the beans. The conversion of some of 
the soluble coloring-matters of raw Cacao during fer- 
mentation into the insoluble and tasteless ‘phloba- 
phenes’, as already mentioned, is another reaction to 
which I referred in my original paper, and that is 
accountable for the failure of my test-papers when ap- 
plied to the dried Cacao beans of commerce. 

But the partial solution of the problem to find a 
suitable test for use by manufacturers of Cocoa and 
Chocolate in evaluating the Cacaos of commerce has 
been found by someone more ingenious than myself, 
and I close this article with the description of a meth- 
od devised by Mr. W. Tresper Clarke as issued from 
the laboratories of Rockwood and Co. The author of 
this method has not received proper acknowledgement 
for his ingenuity (some published papers by students 
to whom the method was courteously demonstrated, 
mentioning it without the name of the originator): 
and it is unfortunate that my own stereo-typed copy 
of the description is dated only “1949” some years 
after the method was first demonstrated and made 
known by word of mouth. Some of the results ob- 
tained by the ‘Clarke’ method that I have seen are 
very striking, while they indicate a new field for 
further research in the colorometric evaluation of 
Cacaos. It would be desirable, in my opinion, for 
some enterprising Journal connected with the Cocoa 
and Chocolate Industry to publish in color® photo- 
graphs of a selection of Clarke’s “smears” made on 
“pouncing paper” to which the following account 
refers. 


*NOTE 
The reason for the publication of my original article 
in the French ‘Chimie et Industrie’ (XXX, 507-517, 
1933) rather than in an English or American journal 
—a paper mostly ignored by only English-speaking 
investigators—lay in the fact that neither English nor 
American scientific or technical journals, when ap- 
proached, were then prepared to go to the expense 
of reproducing in color photographs of my Ferric 
chloride test-papers, a ‘sine qua non’ of my publication. 
The French reproductions were admirable in color, 
and the whole article was well translated with the 
single exception that on the graphs shown for pH 
of extracts of cotyledons and integuments during fer- 
mentation, the curves were titled in reverse, for which 
a correction was made in a later issue of the Journal 
at my request. 
R. W. 
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“Brief Account of a Rapid Procedure for 
Examining Cacao Beans for Color and for 
Latent Color Properties.” 

Excerpts: 

“In the past year or so I have found a variety of 
fine sand paper commonly used in the hatters’ trade. 
It is called “pouncing” paper and just suits the pur- 
pose described here. 

“I have found that a sample of cocoa beans may 
be examined for color properties and grading and 
that the record made during the test also serves as 
a permanent filing record. It works this way. 

“Select the representative sample of beans, 50-100, 
and remove the shell from one end so that it may 
be used as a “crayon.” The end opposite from the 
germ end may even be trimmed as a pencil. By 
scratching it back and forth over the spot on the 
pouncing paper a small quantity of raw cacao nib 
is made into a smear of raw chocolate liquor. This 
color swatch shows the mixed color effect of that 
particular portion of that individual bean or nib. 

“It is well to mark off 5 x 10 or 10 x 10 sections on 
the pouncing paper, usually 8” x 11” sheets, so that 
a similar color swatch may be made from each bean 
in the sample. When the entire sample is used this 
way their combined sample swatches may be classi- 
fied or graded by examining in a good, bright, white 
light. Thus the slatey grey, purplish, brown, red 
brown, yellow brown and off-shades may be counted 
and the color quality of the sample determined. 

“These swatches may also serve to make a sort of 
chemical developing test. I have found that a 10°: 
solution of HCl or Na2COs applied to one side of 
the swatch with a small, soft brush shows which beans 
will develop dark colors when alkalized and which 
ones have the red cocoa colors in the unrecognizable 
state in the raw bean. The acid will produce bright 
red colors in some, and a very bright red in others. 
Closer control with weaker acid and alkaline solu- 
tions, or the use of buffer solutions will make the 
test more sensitive. 

“Other similar spot tests will no doubt show other 
characteristics. For example alcoholic sodium hydrox- 
ide, or oxidizing or reducing solutions may indicate 
other characters. Still other solutions such as enzyme 
solutions, or ferric chloride such as Whymper used in 
his “tannin target” tests may show up other character- 
istics. This makes possible a whole series of tests on 
individual beans or on a selected representative sam- 
ple of beans fresh, raw, unfermented, dried or roasted, 
etc. 

“Also one of the other nice features of the test 
is that the sandpaper cards will dry and can be 
inserted into a cellophane envelope and filed away 
as a semipermanent record for later reference. 

“The pouncing paper may be obtained from the 
Richmond Co., 10 West Fourth Street, New York 
City 12, N. Y. It is 5/0 and 7/0 grade Pouncing 
Paper made by Behr-Manning Company, Troy, New 
York.” 

W. Tresper Clarke 

Chief Chemist 

Rockwood & Co., 

Brooklyn 5, New York. 
December 16, 1949 
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LATINI DIE POP MACHINE 
WITH WRAPPING ATTACHMENT 


200 formed and 
wrapped pops per 
minute. 


Low labor cost 
operation—one 
operator does the 
work of four peo- 
ple. 


Die pop is free of 
fins — eliminating 
scrap. 


Weight of pop is 
adjustable — with- 
out change of 
dies. 





HOHBERGER AUTOMATIC BALL MACHINE 


Only one operator required to produce up to 


1200 Ibs. per hr. 


You can produce balls; clear, pulled or honey- 
combed filled—9/16" to 1-1/2” diameter. 
Sunbeam starlights: stripes brought down to 
center without expensive inlay. 

Root Beer Barrels and any other shapes. 





foe hes 
RASCH UNIVERSAL 


Foil wraps all standard shapes—such as 
and mints. 

Cellophane wraps summer candies and 
Rolling device for whole eggs or balls. 


WRAPPER 
cherries, half eggs, bars 


heat seals. 


Banding and side-folding tools also available. 


110 pieces per minute on most items. 





LATIN! REVOLVING PAN 


Unusual Bowl shape permits 10 to 15% larger 
charges, alone paying for pan in a short time. 
Sanitary and sturdily built for a long, silent life. 





HOHBERGER IMPROVED 
CONTINUOUS HARD 
CANDY COOKER 
500—2,000 Ibs. per hour of 
clear, dry, glossy sugar. 
Positive Piston Sugar Pump 
Split-second Hydraulic Lift 
2-Stage Rotary Vacuum 

Pump 
Final Cook Temperature 
Indicator 





BERKS HARD CANDY MIXER 


Mixes color, flavor and acid 
in 75 to 125 pound batches 
at rate of 1000 Ibs./hr., 
10% scrap may be included. 
Saves labor and floor space. 
Assures uniform mixing and 
constant rate of production 
through the day. 





Representative John Sheff{man, Juc. 


152 W. 42nd St. 


New York 36, N. Y. 
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A Little 
Man 


Packaging: 


A mayor force in 


American business 











A Package and a Premium in One! 
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to give your product a new 
look on the retailers’ shelves. 









. . M 
Filled, it’s an eye-catching : oe r rs . 
package; empty, it’s a mask J io 11 g fo 1 
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Mask-a-Bag polyethylene 
bags combine packaging 
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Hand puppets, Christmas stockings, 
rabbits and puppy dogs are just a few 
of the distinctive shaped bags that we 
can create to fit your promotional re- 
quirements. Every bag becomes a toy 
for the young ones when empty. 


Melrose bags are also available in all 
geometric and tapered shapes. 
Ruut 


L@). 


Qs 





Our designers will be pleased to discuss your 
packaging problems with you at no obligation. 


He: 


wer 
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A Little Man 


by STANLEY E. ALLURED, editor 





Here he is a Shriner, pulling unparalleled store traffic for a 
week in mid-June. 


for December, 1955 


A certain little man has done marvelous things, 
all out of proportion to his size, to the sales curves 
of some manufacturing retailers. He has been a mail- 
man, Shriner, Easter bunny, chef, clown and Santa 
Claus, all for the single purpose of selling more candy. 

He is a three-foot mannequin that works for hours 
on end, day after day, bowing and nodding to the 
passing parade of street traffic, inviting them to come 
in and enjoy the incomparable sweets displayed in 
the window. 

In other words, he makes sales for the manufactur- 
ing retailers, or for that matter, for a wholesale manu- 
facturer who would make him available to retailers 
to use for special promotions. 

One of the most dramatic demonstrations of his 
pulling power has been his use in connection with 
Shriners conventions for the last three years. In 1953 
he was first used by Barricini Candies of New York 
City. Irving Bersteiner saw the promotion possibilities 
in the use of this animated display to tie in with this 
huge convention to build store traffic during the usual- 
ly slow period of mid-June. The following year James 
Candy Company in Atlantic City followed much 
the same pattern of promotion for the same con- 
vention. This year Mrs. Snyder's Candies of Chi- 
cago used four of these displays during the Shriners 
Convention and credited their promotion value with 
much of the store traffic that developed. 

Coca Cola cooperated with Mrs. Snyder's in the 
promotion, providing an unlimited supply of Cokes 
and a serving bar for each store where these anima- 
tions were on display. The little men were dressed 
as Nobels of the Shrine, and in their bowing and 
turning they drew the attention of traffic to an invi- 
tation to come in for a free Coke and a sample of 
candy. Enough accepted the invitation to make the 
store traffic resemble the week before Christmas. Of 
course store sales reflected the great increase in traf- 
fic. 

Another value to this particular promotion was the 
compilation of an excellent mail order list. Each 
Shriner who entered the shop was asked to sign the 
guest book with his name and home town address. 
The resulting nation wide list is expected to produce 
very well. 

Since that promotion, Mrs. Snyder's has used the 
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Enhance Your Package 
utth Embossed 
SWEETONE Padsit 





Padsit is a medium priced pad of good bulk 
and real beauty. It’s a Sweetone padding of 
long standing; top favorite With many of 
our customers. 


Write “Today for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 

Glassine Chocolate Dividers 
Waxed Papers Boat & Tray Rolls 
Wavee Parchment Layer Boards 


Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans, 
Los Angeles and Portland, Oregon. 
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The little man can al- 
so be a clown, rabbit 
and Santa as illu- 
strated. By using dif- 
ferent outfits, he can 
work the year around. 





little men for other promotion work. This fall Mrs. 
Snyder’s used two of the mannequins as mailmen to 
promote their mail order gift business, and two as 
chefs, with a pan of fudge in their hands. A little 
later they will be dressed as Santa Claus for that sea- 
son. 

There are actually no end of possibilities for this 
little hard working man. In the spring he can be an 
Easter Bunny, a slick calling on his chick with a box 
of chocolates, or a snow man. During the summer he 
can be a picnicker, base ball player, and so on through 
the seasons. The list can be extended indefinitely, de- 
pending on the resourcefulness of the owner. The mo- 
tion of the mannequin is complex, combining a bowing 
motion with a movement from side to side. The little 
man, (or, for that matter, women if desired) can of 
course be fitted to tie in with any local festivity or 
holiday. 

The real value of this moving figure is its attention 
drawing ability, .and its adaptability to almost any 
promotion situation. 
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THE FLAVOR YOU PACK...IS THE FLAVOR THEY BUY 


Profit-conscious food packers 


choose the added protection of 


it’s moisture-proof! Saran Wrap* keeps moisture in 
or out as your product requires. All the weight, flavor 
and freshness you pack reach the consumer intact. 


it’s tough and pliable! Saran Wrap makes neat, tight 
packages that reduce breakage and returns to a mini- 
mum, withstand handling, won’t become brittle with age. 


This symbol on your package as- 
sures the customer of the highest 
possible protection of the product 
she buys! 


Saran Wrap 


added protection 
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you can depend on DOW PLASTICS 


aran Wrap 


it’s crystal-clear! Glistening Saran Wrap shows off 
food products at their appetizing best to stimulate im- 
pulse sales . . . and its eye-appeal is there to stay! 


it’s economical! Add up the packing, shipping and 
sales advantages of Saran Wrap packaging and you'll 
find it the economical answer for your packaging. 
it can increase profits for you! Dow will be glad to 
help. THE DOW CHEMICAL COMPANY, Midland, Michi- 
gan, Plastics Sales, PL612C. 

*Trademark of The Dow Chemical Company 
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GROW WITH AVISCO’ 
CELLOPHANE 





We cultivate our customers 







We work closely with our customers. 
We dig into their businesses. We 






get on their team. We learn how 






they can best use our cellophane to 






return them more sales and more 
profits. That’s our business, helping CELLOPHANE 


your business grow. Why not give 







us a call? Film Division, 1617 Penn- 






sylvania Boulevard, Philadelphia 3. 








*Avisco is the trademark of the American Viscose Corporation 
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PACKAGING 


] think it is an incisive commen- 


tary on our times that major rep- 
resentatives of American business 
should gather here this week to 
weigh the impact and importance 
of packaging on their corporate 
operations. 

Those of us who have lived with 
packaging for a long time—who see 
the dramatic role good packaging 
plays in shaping the profit or loss 
statement—are moved, understand- 
ably, to wonder only at the fact 
that so many corporate manage- 
ments have not been quicker to 
utilize the volume-building and 
profit-making advantages of good 
packaging that so many successful 
companies already have put to 
work. 

The reason for the enormous po- 
tential in packaging becomes ob- 
vious when one takes a searching 
look at the American economy. It 
is an economy in ferment. It is 
not a picture, it is a kaleidoscope. 
It is characterized by changes so 
swift and profound that only the 
utmost flexibility and fleetest foot- 
work enable modern corporate 
management to turn in better fig- 
ures year after year. 

In the years since World War II 
ended, we have been riding a rising 
tide of supermarketing. This may 
well be termed by business histori- 
ans as the supermarket age. It is 
not enough that already 80 percent 
of all the foods are sold through 
glittering supermarkets or their 
junior partners, the superettes. 
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a major force in 
American business 


by NORMAN F. GREENWAY, Folding Paper Box Association 


But in the short space of only 
months, shifting buying habits have 
brought drugs and cosmetics into 
the food supermarket and today 
more than half of many drug items 
go through the food, not the drug, 
supers. And so with housewares, 
textile items, hardware—even books 
... The river of merchandise flows 
more and more through supermar- 
ket channels. 

It would be interesting to know 
how much of the 200 billion dol- 
lars’ worth of retail goods are now 
sold on the basis of their packag- 
ing, or their display—with no as- 
sist, or only the merest assist from 
the sales people. Yet, ignorance of 
this overall fact merely spotlights 
the lack of knowledge of a great 
deal about packaging. 

We are living in a strange world. 
We all agree, I am sure, that this 
is a supermarket era, and that the 
essence of supermarket selling is 
packaging. A very large portion of 
American business rises or falls on 
the basis of its packages—on the 
ability of the package to translate 
billions of dollars’ worth of sales 


effort, of advertising, merchandis- 
ing and promotion, into action at 
the point of sale. For the point of 
sale is the point of no return. Once 
that little housewife in the black 
slacks makes her choice, once she 
plucks the package off the shelf 
and pops it into her basket, that’s 
it. Either millions of dollars’ worth 
of merchandising and promotional 
effort have paid off—or the signal 
never got through and the sad 
little package is left sitting on the 
shelf. 

No one really knows how big 
this packaging world is. No one 
has yet fathomed its economics. 
Some estimates say that American 
business spends upwards of 10— 
11—12 or more billions of dollars 
a year on packaging. Certainly, 
when the direct labor cost of man- 
ufacturing consumer products is 
analyzed, and that part chargeable 
to packaging operations singled 
out, the total for goods, services 
and labor must be even greater 
than that 10 to 12 billion dollar 
estimate. 
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that even today has been virtually 
ignored. Search the curricula of 
200 schools of business administra- 
tion and you will find precious 
little, if anything, relating to this 
multi-billion dollar part of Ameri- 
can business. Every year now, some 
40 thousand people come out of 
the colleges with degrees in busi- 
ness administration, and they go 
into the vast reservoir of manageri- 
al talent running the businesses of 
the land. But not one of them, so 
far as I know, not a single one of 
them has had—in his college curric- 


ulum—even the lightest introduc- 
tion into the world of packaging. 

Search the management publica- 
tions, the high-level magazines and 
newspapers that so profoundly in- 
fluence the thinking of American 
corporate executives, and you will 
find little indeed treating of pack- 
aging. Look, too, at the agenda, 
the programs of the great associa- 
tions and forums where business 
leaders meet and exchange ideas, 
and you will find almost a total 
blank insofar as packaging is con- 
cerned. 





‘COOPER-STYLED 


FOLDING CANDY BOXES 
MELT ss 


C 


PAPER BOX 
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WRITE FOR DISPLAY BROCHURE OF BOX STYLES AND PRICES 


CORPORATION 
DEPT. M BUFFALO 4, NEW YORK 


\i 














Slowly, however, the knowledge 
and the concepts and the experi- 
ences about packaging that are be- 
ing accumulated independently, by 
tens of thousands of people in fac- 
tories and warehouses and stores 
and kitchens, are flowing into cen- 
tral forums where they can be 
studied and their lessons applied 
more widely. The packaging mag- 
azines are doing an absolutely bril- 
liant job of reporting developments. 
The package designers—the inde- 
pendent packaging consultants and 
the packaging experts in the vari- 
ous supplier and end-using com- 
panies—-are developing a mass of 
knowledge about the function and 
impact of packaging. The -trade 
associations in the various indus- 
tries likewise are pushing into this 
beckoning area. 

The examples already in hand 
are interesting. As a matter of fact, 
they are more than interesting; 
they are of the utmost importance 
to all who depend on packaged 
goods for their livelihood. 

For instance, what lesson is there 
for every industry, in the fact that 
a major cigarette manufacturer 
switched his package—changed 
from the traditional cup label type 
to a flip-lid folding carton, and 
increases his sales volume 50 times 
—or 5000 percent—within 8 
months? What lessons are there 
for every corporate president in 
the fact that in a highly competi- 
tive industry, beset with major 
problems affecting sales, one man- 
agement had the insight to recog- 
nize the power of a packaging 
change, and scored a dramatic 
bull’s-eye of such magnitude that 
sales are still rationed to only 60 
percent of the total marketing areas 
where cigarettes are sold? 

Every field seems to have its sen- 
sational success stories that are 
making heroes of the managements 
concerned. The textile field, to men- 
tion another, is pretty much a new- 
comer to packaging. But it is 
feeling the impact of consumer 
preferences, influenced by super- 
market shopping for food and 


other items. Self-selection and pre- 
packaging trends have now invad- 
ed the textile industry in an area 
where nearly all the exverts said 
it couldn’t be done—the foundation 
garment field. This was regarded 
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HERE’S PROOF it pays to package in film made of BAKELITE Polyethylene 





Packaging by Linvure Co., Boston, Mass. 


‘“‘sales go up because...”’ 


“Because customers want this type of 
bag,” reports John Didio, vice-presi- 
dent of Edgar B. Lewis Co., Malden, 
Mass., about their candy packaging in 
film made of BAKELITE Brand Poly- 
ethylene. 

“Fresh feeling. Fresh look. That's 
why our package makes a much better 
impression on the buyer. In addition, 
store managers like the bags because 
there is considerably less breakage and 


no tendency to slide when stacked. And 
we are delighted because they make a 
most attractive 
package at less 
cost.” 

Check around. You'll find that splen- 
did advantages are accruing to those 
who package in film made of BAKELITE 
Polyethylene. Ask your packaging sup- 
plier. He knows why. He knows how 
to help you do the same. 


SPECIFY FILM MADE OF 










BRAND 


Polyethylene Plastic 


BAKELITE COMPANY, A Division of Union Carbide and Carbon Corporation [i§ 30 East 42nd Street, New York 17, N. Y. 





The term Baxeurte and the Trefoil Symbol are registered trade-marks of UCC 


Page 35 


now 


VISQUEEN 


polyethylene film 


COSTS LESS 


than cellophane 





example: | visqueen polyethylene 


1% mil yields 24,000 sq. in. per Ib. 
1¥% mil yields 20,000 sq, in. per Ib. f DOF Ib. 


Moisture proof cellophane yields 21,000 sq. in. per lb. 5Q¢ Ib. 











Any way you look at it—sheet for sheet, pound and a wide variety of foods; for sweaters, 
for pound or bag for bag—visQUEEN now is ___ blouses, shirts, underwear, hosiery, purses and 
not only the best packaging film you can buy. _ other apparel and accessories; for candy, flow- 
It is also the cheapest. You actually pay less ers, toys, gifts, gift cards, phonograph records; 
money to get all the advantages VISQUEEN film for chemicals, hardware, notions, dishes; in 
gives you. fact, for almost everything that is packaged to 
VISQUEEN polyethylene film is being used with display it better and protect it from dirt, mois- 
outstanding success for packaging fruits and ture damage or drying out, or to promote an 
vegetables, frozen foods, meats, dairy products impulse sale. 


Get all the facts! VM QUW on...» ves 


THE VISKING CORPORATION 
Plastics Division, Box MC 12-1410 Terre Haute, Indiana 
World's largest producers of polyethylene sheeting and tubing 
In Canada: VISKING Limited, Lindsay, Ontario 

In England: British VISQUEEN Limited, Stevenage 


There are converters 
of VISQUEEN film serving your area 
and industry. For names and 


the facts about VISQUEEN and 








? Name 
your product, clip coupon, paste me 
itle 
on your letterhead and mail. 
Products. 
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as the ultimate in personal service. 
The customer had to be individu- 
ally fitted. But what has hap- 
pened? 

One firm reports that it intro- 
duced two of its styles of brassieres 
in folding cartons, to be self-select- 
ed. Sales jumped 30 percent, solely 
attributable to the new packaging. 
This sharp increase was due to sev- 
eral factors. For one thing, pack- 
aging the garment made it possible 
to display it in other departments 
of the store—the dress department, 
the skirt department, the blouse 
department, and so on—instead of 
confining it to the foundation de- 
partment alone. It was, therefore, 
viewed by more women and be- 
came an impulse item. The success 
was also due to the convenience 
and sanitary aspects of the pack- 
age, and the opportunity provided 
for the customer to read and under- 
stand the sales message on the box. 

Another firm reports that after 
packaging not only did sales show 
a sharp increase, but also that in 
the 1,000 outlets where the gar- 
ments were sold, 15 percent were 
stores that had never wanted to 


handle the product before. 

A large mail-order house says 
that, as a result of better packaging, 
sales of sheets and pillowcases in- 
creased 60 percent over the year 
before. Women’s panties were 
packaged, and as a result the same 
number of items were displayed in 
half the space, customer selection 
was made easier, soilage was re- 
duced, housekeeping was im- 
proved, hand-folding of stock was 
eliminated, and sales went up 29 
percent. 

The food field is, of course, the 
backbone ot the packaging and pre- 
packaging field. It is, therefore, 
somewhat of a shock to realize 
that something like 75 to 85 percent 
of all of the packageable produce 
is still not packaged—a tremendous 
market for packaging sales. But 
the volume of prepackaged pro- 
duce is jumping fast, and the re- 
sultant sales increases in items such 
as tomatoes, apples, onions and 
peaches are remarkable indeed. 

I could cite similar case histories 
in baked goods, drugs and cosmet- 
ics, hardware, candy and virtually 
every other consumer field. But I 








Heat-seals and labels in one continuous operation! 
Doughboy’s new Sealer-Labeler eliminates extra 
operators, gives you neater packages with greater 
sales appeal. It’s completely automatic—operator 
merely feeds bags and folds gussets. And it roll-seals 
packages—up to 65 a minute. 

The remarkable new Doughboy Sealer-Labeler can 
save you up to $3000 a year—actually pay for itself 


in just 12 months! 
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think the point is clear. Packaging 
is the backbone of supermarket- 
type merchandising. Packaging is 
the handmaiden of advertising and 
promotion. Packaging offers the 
answer to the high cost of retail 
selling. Packaging is taking its 
place as a major consideration of 
every alert business management. 

I believe that we have come into 
the packaging era, and that the 
competence of management will 
be judged, among other things, by 
its skill and judgment in applying 
the lessons of good packaging to 
building its volume, expanding its 
markets, cutting costs by cutting 
down on merchandise returns, elim- 
inating spoilage and damage, elec- 
trifying its sales and merchandising 
programs, and boosting its profits. 

Progressive managements are 
recognizing that the package is a 
great point of sale medium. Due to 
packaging, the merchant can store 
items more easily until they are 
ready for display. He can stack 
them more advantageously, and 
make them more accessible to con- 
sumers. 

The package's role as an adver- 


SEND FOR COMPLETE 
DETAILS TODAY ! 





DOUGHBOY INDUSTRIES, INC. 


Mechanical Division 


New Richmond, Wisconsin 
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tising medium is becoming more 
apparent. My industry alone makes 
over 100 billion folding cartons a 
year, and therefore provides 600 
billion sides on which advertising 
messages can be presented to the 
retailers, to the customers, and in 
the home. 

Greater stress is also being 
placed on the package as a means 
of stimulating impulse sales. One 
of the major assets of self-service 
type selling is that it generates 
“plus” sales. This is accomplished 
when the housewife, in her jour- 
ney down the aisle of a self-service 
store, is arrested by the “silent 
salesman”—an attractive, colorful 
package, standing out in a dramat- 
ic mass display, reminding her of 
some product she needs, recalling 
a radio or TV commercial, or sug- 
gesting she try something new. 

Alert management is also con- 
sidering the display problems of 
the retailer. With sales space get- 
ting scarcer, compactness is becom- 
ing a prime essential of packaging. 
This has been the genesis of mul- 
tiple-packages and counter-display 
merchandisers which have not only 





conserved space but have also 
helped solve stock-control difficul- 
ties in stores. 

The package is becoming impor- 
tant, too, as a public relations de- 
vice. Through the carton, the food 
industry is helping the housewife 
to be a better cook, a better mother, 
a better hostess. It is saving energy 
and labor and making available 
more leisure time. Through service 
messages and through institutional 
copy on the package, companies 
are building their stature and their 
prestige, and are gaining increased 
sales at the same time. 

The package is playing a larger 
role in making the product more 
attractive. That great American 
standby, the hamburger, springs to 
life in all its luscious appeal. Where 
the product is attractive, picture 
windows show it off without ex- 
posing it to the air or to mishan- 
dling. 

The package is being recognized 
for its role in providing higher 
quality foods and more convenienc- 
es for the housewife. A vast range 
of products are now available, all 
through the year, instantly at hand 


in the store, ready to go to work 
in the home, thanks to packaging. 

With all this rapid evolution in 
packaging’s service to American 
business, and with the millions of 
consumers more and more attuned 
to packaging, it is small wonder 
that the eyes of the business world 
turn to a conference like this. 

We believe that top management 
has not yet widely enough, and 
not frequently enough, recognized 
the enormous potential of the 
packaging function. There are still 
too few top management personnel 
with the authority and responsibil- 
ity for packaging. Packaging activ- 
ities are too often dissipated 
throughout many departments and 
divisions of a company, and I think 
it is apparent that the packaging 
revolution points to the need to 
integrate these functions—to give 
them force and direction, and to 
head them up with people whose 
positions and incomes reflect the 
importance of the job. 

May I be so bold as to make a 
prediction? 

I see the day, not too far off, 
when the managements of every 


CONFECTIONERS! 


A new and unusual packaging idea from France 








TOMPKINS | 


alll! 


CONTROLLED 


LABELS| 


(C2 SUBMIT SALES-BUILDING LABEL DESIGN FOR US. (attach copy or label) 5 
(CD SEND SAMPLES OF YOUR QUALITY CANDY LABELS (1) PACKAGING GUIDE! 
(0 QUOTE ON M LABELS (attach sample or rough copy) 


COMPET| 
LABEL SERVICE 


HELPFUL SUGGESTIONS FOR 
LABELING & PACKAGING 
PROBLEMS. LABEL IDEAS 
AND DESIGNS BY SPECIALISTS 
FOR STIMULATING YOUR 
SALES! 


MAIL COUPON TODAY! 


NO OBLIGATION 




























N 


TOMPKINS’ LABEL SE 








Dept. K7, FRANKFORD 


~ 


ALLEGHENY AVE. PHILA 3 





RVICE 


nM 
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“POUSSIN” EGG CUPS 


Chic chicks with a french flair that'll net you a sweet profit 
when packed with chocolates, hard candies or lollipops. 
Lovely opaline glass egg cups in Dior Blue, Aqua Green 
or Milk White—styled to appeal to young and old alike! 


e SURE-SELLERS FOR EASTER PROMOTIONS! 
e STEADY SALES-MAKERS ALL YEAR ROUND! 


Just one of MANY new and different, promotional-priced 
confectionery containers in our line. 
items, see them on display in our showrooms: aes 
SOLE DISTRIBUTOR IN U.S.A. 

Te FRENCH GLASS CO., we. X 


610 FIFTH AVENUE * ROCKEFELLER CENTER 
NEW YORK 20, N. Y. * TEL: Clrele 7-7634 


For prices and details about these and other 
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company selling consumer goods 
will be judged against the measur- 
ing rod of their packaging acumen. 
We are going through an era when 
the top heads of America’s public- 
ly held corporations are more and 
more in the goldfish bowl of pub- 
lic scrutiny. Their every move and 
every action is analyzed, dissected 
and examined by Wall Street and 
Main Street. Thousands, hundreds 
of thousands, in some cases mil- 
lions of stockholders, suppliers, 
customers and employees are 
watching every move. They ap- 
plaud good advertising, good labor 
relations, good public relations, 
good financial relations, good com- 
munity relations. They are alert to 
progressive policies and activities 
in marketing and selling. 


And as the packaging revolution 


goes on apace, as the super-market | 


era spreads into every conceivable 
field of human commerce, the 
place of good packaging in attain- 
ing sales and profits will become 
more and more obvious to every- 
one. 


As always happens, some com- 
panies will be way ahead, seizing 
the best packaging know-how, uti- 
lizing the hottest current ideas, 
stealing the show from their com- 
petitors. And, as always, some com- 
panies will look sideways or 
backwards, instead of forward, and 
will fall by the wayside as their 
alert, well-packaged competitors 
outstrip them. 

As the race is to the swift, it 
seems obvious to me, from my 
admittedly biased perspective, that 
the prosperity and success of man- 
agement tomorrow will be related 
to good packaging, good advertis- 
ing, good salesmanship, good mer- 
chandising. Packaging is not the 
least of these. 

As we watch that housewife—as 
we see brilliant sales achievements 
in one field after another—I think 
it’s dollars to doughnuts that the 
package, the whole field of pack- 
aging, and the people who are 
packaging experts will move to the 
front row of the American man- 
agement table. 

Perhaps the futures of manufac- 
turing and retail business—like the 
products we buy in our local super- 
markets—are, indeed, in the pack- 
age. 

Watch that housewife! 
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SLASH YOUR PACKAGING COSTS 


WITH THIS NEW NET WEIGHER 


WEIGHS and FILLS AUTOMATICALLY! At no 
obligation, take this new table model Elec-Tri-Pak 
into your vee for a 30 DAY FREE TRIAL and 

see what happens to your packaging costs. 


With a degree of accuracy and simplicity unmatched by 
any machine in the lower price mong this semi- 
automatic machine will fill 10-15 packages a minute 
of most dry, free flowing products. One machine 
weigh-fills Panaed, Rolled or Free Flowing Candies; 

Peanuts and other items. Fills into any ty 
container and units are available to handle a 
weight range from 2 oz. to 5 Ibs. 


Try it Free and See. Return the attached coupon for complete 
information on the 30 DAY FREE TRIAL. 

















































Triangle Package Machinery Co. 
6639 W. Diversey Ave., Chicago 35, Illinois 
Please rush complete information about the 

AT Elec-Tri-Pak. 

Name ——aee 
Company 

Address 

City. Zone___ State. 
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New 
Products 





A catalogue of plastic packages has 
been published which describes hun- 
dreds of different types of plastic 
boxes, cartons, baskets and specialty 
shapes such as eggs and heart boxes. 
Dozens of manufacturers of plastic 
packages are included in this cata- 
logue. 

For a copy write Plastics Division, 
The Dow Chemical Company, Mid- 
land, Michigan. 


An automatic bag closing and taping 
machine has been developed which 
will gather and tape the tops of film 


filled bags are placed on a feed con- 
veyor. The machine gathers the bag 
neck to a tight closure and seals with 
pressure sensitive tape. A wide range 
of bag sizes and materials can be used. 

For further information write: J. H. 
Platt and Son, 1202 East Slauson Ave- 
nue, Los ee 11, California. 


&& 
Ri 


recs itl 








A new ribbon bow machine has 
been developed that makes possible a 
variety of different bows for gift pack- 
aging. The new machine produces 
more than ten different bows includ- 
ing many two-color effects, using 3/4 
or 1/2 inch rayon gift tie and a com- 
panion cotton gift tie. Included are 


decorative wheel bows, poinsettias, 
tailored bows and shoestring bows. 





The machine 





4-3/4 


weighs only 
pounds, and is very simple to operate. 
All sizes of bows can be made from 
very small up to eight inch sizes. 
For further information write: Chi- 
cago Printed String Company, 2300 
Logan Blvd., Chicago 47, Illinois, 


An unusual paper has been de- 
veloped that has peculiar properties. 
It is extremely resistant to passage of 
oil, water, and other liquids, but will 
permit air to pass through freely. No 
specific use has developed as yet, but 
the firm is interested in any possible 
applications. 

For further information write: Rie- 
gel Paper Corporation, 260 Madison 
Avenue, New York 16, New York. 


bags at rates of 160 per minute. Pre- 








Speed Makes The Difference! 


450 CARAMELS CUT and 

WRAPPED EVERY MINUTE 
| IDEAL HI-SPEED 
= WRAPPING 

MACHINE 


Speed that’s always 
dependable — Safety 
that can be counted on 
— maximum production 
at least cost—that’s the 
Ideal Special Caramel 
Wrapping Machine! 















is a versatile paper in the candy field. 
‘Various grades of Rhinelander 

- glassine are used for dozens of jobs 
such as-case liners, bon bon cups, inner 
and outer bar wraps, chocolate dipping 
sheets, and box dividers. We'll gladly 
send vee aes: State application. 


RHINELANDER 


Paper Company- + Rhinelander, Wisconsin 


we 


Only 2 personnel 
required for this 
entirely automatic 
operation. 


Write today for FREE 
Brochures. 


IDEAL WRAPPING MACHINE COMPANY 
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VERSATILE...AND FAST 


Forgrove 22-B Wraps Up To 200 Pieces A Minute 





Hard candies or soft-center pieces . . . a wide 
variety of shapes . . . the Forgrove Model 22-B 
wraps them all at cost-cutting speeds up to 200 
a minute. You get an extremely tight, attractive 
fan tail twist, using cellophane, waxed paper or 
reinforced foil. The machine will accommodate 
slight variations in size and shape. 

For completely automatic operation, the Mark 
III Automatic Feed Unit may be attached as 
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shown. A vibrator mechanism helps assure con- 
tinuous feeding. This attachment is suitable for 
any hard candy shape which does not have to be 
fed to the wrapper in one particular position. 
Other Forgrove models will handle different 
shapes—lollipops, stick candy, etc. If you would 
like complete inform’ ‘on, we will gladly study 
your needs and recommend the correct Forgrove 
model. Just call or write our nearest office. 


EAST LONGMEADOW, MASSACHUSETTS 
NEW YORK © PHILADELPHIA + BOSTON « CLEVELAND + CHICAGO « MINNEAPOLIS 
ATLANTA © DALLAS « DENVER « LOS ANGELES « SAN FRANCISCO « SEATTLE « TORONTO 


SOLE AGENTS IN THE U.S. AND CANADA FOR ALL FORGROVE CANDY-MAKING AND WRAPPING MACHINES 
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Packages 





Rich’s Crystallized Canton Ginger 
now comes in new packages that are 
a far cry from the very ornate designs 
of past years. E. C. Rich Inc. was 
merged with J. Lyons and Company 
in 1950 and at that time a limited 
amount of package re-design was 
done. However most of the elements 
were carried over until this year when 
a further and more radical re-design 
was undertaken to give the packages 
a stronger appearance on store shelves. 

Several elements were continued 
from the old package including the 
Rich’s logotype, the color scheme of 
a brilliant yellow and black, and the 
word “Crystallized” in its former po- 
sition but without the scroll. The most 





‘ 

















°LABELS \ 


WO, 2. 
°oSEALS 
Li \ | 
oTAGS 
\ \ | 


THE FOXON COMPANY 
248 W. Park St., Providence 1, R.1. 
Offices in most principal cities 
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prominent addition to the package is 
the stylized “L” trademark of the 
Lyons Firm. 





The Frank H. Fleer corporation 
added a heat seal label to its printed 
cellophane bag of Dubble Bubble 
Gum to promote its sale for summer 
picnics. The label is placed right 
over the printed bag on Stokes and 
Smith Transwrap machines at rates 
of 60 to 70 units per minute. The 
label is not sealed along the full 
length of the bag, but only at the 
ends where the regular bag seal is 
made. 

Labels printed by Tompkins Label 
Company on Nashua Corporation heat 
seal stock. 
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FOR PRODUCTION LINE 
MARKING, DATING AND CODING 


| Industrial Marking Equipment is engi- 
neered to lower your costs — raise your 
| operating standards. It is unmatched for 
high speed performance, and economical, 
efficient operation. 
Before you make any decision on mark- 
ing equipment, get full information on 
Industrial — you'll be glad you did! 
Write for the new Industrial catalog — 
ICT. 


BETTER MARKING EQUIPMENT 
by industrial 


multiwall 
bags 
pillowty pe 
packages 
cartons 
containers 
drums 
cases 
shooks 
palis 
rolls 
cans, etc. 
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Industry-Proven 
$ THE COOLING TUBE 
‘i : For liquid coatings and syrups. Cools, 
ation — ' conditions, and pumps coatings and 
inted syrups to points of usage within ten 
ibble minutes from start-up, automatically. 
Two models, 2000 pounds and 4000 
nmer pounds per hour. 
right 
all THE CONDITIONER => 
rates For block coatings. Melts, cools, 
Th conditions, and pumps coatings to 
e points of usage within ten minutes 
full from start-up, automatically. Two 
\ the models, 450 pounds and 1000 
. pounds per hour. 
al is 
Abel 
heat 
4 
Capacities from 500 to 10,000 gomnte Sani- £4 
tary design, removable paddles, enclosed 
bearings. Rugged, welded-steel construction, 
and water jacketed throughout. 
> 
= PORTABLE TANK TRUCKS 
Extra chocolate-handling flexibility. Trans- 
ports up to 1200 pounds of liquid coatings 
at a time, easily and quickly. Self- 
contained pump handles coatings into and 
out of truck. 7 
| , PUMPS 
For chocolate, icing, and syrup handling sys- 
tems. Long-life rotors and efficient packing 
— seals. Water-jacketed bodies. Wide range of 
<a models and capacities to handle up to 10,000 
NT pounds per hour. 
— 2 a 
ges 
- You can rely on tested and proven Greer handling equip- 
ment. It is engineered to give complete satisfaction. 
Prompt delivery — some items available from stock. 
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“Dubble Bubble” 


Gum will be 
shipped this year in a carton that 
zips open for instant use as a counter 
display. A tear tab is provided that 
will remove the top part of the carton 


leaving an open tray for display 


purposes. 


The Cook Chocolate Company has 
announced that they are manufactur- 
ing milk chocolate Christmas cards 
for distribution during the coming 
holiday season. The cards are being 
promoted nationally, and will be 
available to retail outlets for the price 
of a conventional Christmas Card. 
Each unit is packed in a Christmas 








mailing carton with space for address- 
ing on the outside. 





Goelitz Confectionery Company has 
a new Halloween Mix bag with cats, 
bats, masks, owls, and pumpkins pa- 





For Dry or Semi-Dry_ 
Free Flowing 
or Slow Flowing 


.. fills any rigid container accurately 
at speeds up to 240 A MINUTE 


The AUTOMATIC FILLMASTER gives you 
high s , without sacrificing accu- 
racy. T exclusive FILLMASTER vibra- 
tory action fills every container with 
precise weight accuracy, within 1% for 
most products. All the single operator 
has to do is load the empty containers 
on the right hand end of the conveyor— 
FILLMASTER does the rest. The complete 
operation is contolled from a central 
control nel placed conveniently within 
the reach of the operator. Nuts, candies, 


popcorn, etc.—the FILLMASTER handles 
every product with kid gloves to prevent 
di 9 It’s pletely sanitary and 
noiseless too. 

High priced machine? No, the down-to- 
earth cost will surprise you for such a 
heavy duty machine. If you need continu- 
ous, unbroken, high speed filling, get all 
the facts about the AUTOMATIC FILL- 
MASTER, three models to choose from. 
Write today for literature. 





ASK US ABOUT OUR SEMI-AUTOMATIC FILLERS ALSO 


Page 44 








rading down the sides. These assort- 
ed shapes, colors, and flavors of but- 
ter creams show through the large 
clear area on the bag. The Goelitz 
brand is on both sides of the bag, 
as well as the front. 





Hardies, Inc. of Butler, Pa. has 
recently introduced a new 12 ounce 
window carton of whipped creams. 
The package is triangular with a win- 
dow on one side and is decorated to 
resemble travel posters. 

The triangular shape of the carton 
is expected to be of value because of 
its unique shape. 





RIBBONS 


BOWS and ROSETTES 
AN DEES 


hiffen linc: 


R.C Tart Co. 











CODE DATE your 
CANDY BAR WRAPPERS 
on your wrapping machine! 


PRINT your CARTONS 
and SHIPPING CASES 
RIGHT ON 
your CONVEYOR LINE 


Write for information 


KIWI® CODERS CORP. 


3804-06 N. Clark St., Chicago 13, 11. 
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CALENDAR 


December 1—Michigan Candy Club, Hotel Detroiter, Detroit. 


December 2—Golden West Candy Salesmen’s Club annual 
meeting, Los Angeles. 


December 3—Kansas City Candy Club luncheon The Town 
House, Kansas City, Kans. 


December 3—Northwest Candy Club, “Clark’s Round the 
Clock”, Seattle. 


December 8—Metropolitan Candy Brokers Assn., Hotel Em- 
pire, New York. 


December 10—Confectioner Salesmen’s Club of Baltimore an- 
nual banquet, Lord Baltimore Hotel. 


December 10—Los Angeles Confectionery Sales Club annual 
Christmas party, Beverly Hilton Hotel, Beverly Hills. 


December 10—Carolina Confectionery Salesmen’s Club, Kues- 
ters, Charlotte, N. C. 


December 12—Chicago Candy Club dinner meeting, Furniture 
Club. 


December 19—Confectionery Salesmen’s Club of Philadelphia 
luncheon. 


December 20—Candy Executives Club of N. Y. Christmas 
party. Hotel St. George, Brooklyn. 


December 29—Tidewater Wholesale Candy Club, Norfolk, Va. 


December 9-10—Western Confectioner Salesmen’s Assn. An- 
nual convention, Congress Hotel, Chicago, II. 


1956 


January 10—AATC Boston Section. Dinner Hotel Continental, 
Cambridge. 


January 15-18—Boston Candy Show, Statler Hotel, Boston. 


January 17—Sanitation Seminar, Penn Sherwood Hotel, Phila- 
delphia, Penn. 


January 29-Feb. 1—Philadelphia Candy Show, Ben Franklin 
Hotel, Philadelphia. 


February 14—AATC, Boston Section, Hotel Continental, Garden 
St., Cambridge, Mass. 


February 21—N.J. Retail Ice Cream and Candy Manufacturers 
Assn. Annual dinner dance. 


March 1-2, 1956—Western Candy Conference, Sheraton-Pal- 
ace Hotel, San Francisco. 


April 9-12—National Packaging Exposition, Convention Hall, 
Atlantic City, N. J. 


April 26-27—Pennsylvania Manufacturing Confectioners’ Assn., 
Production Conference, Franklin & Marshall College, Lan- 
caster, Pa. 


May 13-16—Flavoring Extract Manufacturers’ Assn. annual con- 
vention, Traymore Hotel, Atlantic City, N. J. 


June 10-14—The Institute of Food Technologists annual 
meeting, Hotel Jefferson, St. Louis, Mo. 


June 10-14—National Confectioner’s Association Convention 
-_ Exposition, Statler Hotel and Mechanics Hall, Boston, 
ass. 


July 11—Annual Convention, Southern Salesmen’s Candy Club. 
Dinkler-Plaza Hotel, Atlanta, Ga. 


July 12-14—Southern Wholesale Confectioners Assn. annual 
convention, Dinkler-Plaza Hotel, Atlanta, Ga. 
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WEIGHING MACHINE for 
Accurate Bagging, Packaging 


This machine is semi-automatic in operation. 
Bag, box or other receptacle is placed on scale 
platter, pushbutton or foot switch starts vibra- 
tory feeder and hopper vibrator. Photo-electric 
control cuts off fast feed and hopper vibrator to 
slow speed for accurate weighing. Feed controls 
are adjustable to allow maximum speed consist- 
ent with accuracy and flow characteristics of 
material being handled. 


Exact Weight weighing machines are made in 
many styles and models, both automatic and 
semi-automatic, adaptable to a wide range of 
materials and operations. Write for new descrip- 
tive folder. 


Sales and Service from Coast to Coast 


lack \Weilglint 


Better quality control Zoales 


Better cost control 


THE EXACT WEIGHT SCALE COMPANY 


I 
| 912 W. Fifth Avenue, Columbus 8, Ohio 

In Canada: P.O. Box 179, Station S, Toronto 18, Ont. 
| 


Please send folder on semi-automatic weighing 
machines. 












CANDY TREATS 





when packaged on the Automatic 


CAMPBELL 
wrapper... 


® Wraps 3 
® Keeps candies fattory fresh 
®@ Wraps without « 
® Requires no boards—vunless desired 


to 5 units per se ond 





rush or breakage 


Uses all types of wrap materials 
Heat, give or crimp seals 
Wraps products of most any shape 


Save labor with | person « 









PER 









P 


New York office 
55 West 42nd St. 
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SUGAR REPORT 


by Charles Fuchs 





During the month of November the market was strictly 
a routine affair with raw sugar firming up due to the 
almost total disappearance of quota supplies. As this is 
being written, sales have been made at 6.00 with holders 
presently asking 6.05, or three points from the year’s 
high. This has been ignored however, since both refiners 
and consumers will enter the new year with as little 
inventory as possible. The reason is that new crop sup- 
plies have been selling at a discount and there is a 
good chance of a return to the 8.55 Eastern cane quota- 
tion early in the new year if sufficient raw material can 
be obtained at around the level at which it has been 
selling for that delivery period. 

The next and most important influential market factor 
will be in the announcement of the quota for 1956 and 
this can be expected about the middle of December. The 
usual number of forecasts are being made and the most 
conservative are that the initial quota should range be- 
tween 8,300,000 and 8,400,000 tons, as against this year’s 
initial quota of 8,200,000 and the present 8,400,000 tons. 
The reason for this expected increase is that distribution 
is running approximately 300,000 tons ahead of last year 
and a further rise in consumption is expected in 1956. 

In reviewing the developments of the past year, find 
that raws will very likely average 5.965 as against the 
average in 1954 of 6.11, a decline of approximately 15 
points. Refined will average 8.43 net cash New York 
against 8.58 last year, strangely enough also a decline of 
15 points. 

All in all prices were more stable this year than ever 
before and, under normal conditions, all indications point 
to a repetition of the experiences of this year for 1956. 











“Regular or king-size?” 
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Supply Field News 


The 1956 Production Conference of the Pennsylvania 
Manufacturing Confectioners Association has been set 
for April 26 and 27 at Franklin and Marshall College, 
Lancaster, Penn. For some years this has been the most 
important conference for production executives in this 
industry. 

A highlight of next year’s meeting will be a talk by 
Dr. E. Hanssen of H. Bahlsens Keksfabrik K. G., Hann- 
over, Germany, who will speak on Microscopical Analysis 
of confectionery production. Mr. E. H. Morgan will talk 
on radiant cooling techniques. John Vassos will discuss 
depositing candies in moulds, and will distribute samples 
to those present. 

The chairman of the conference, to whom inquires 
should be directed, is, of course, Hans F. Dresel, 15 Lom- 
bard Street, Philadelphia 47, Pa. 


“What Price Sanitation” is the title of a full day sani- 
tation seminar to be held in Philadelphia under the aus- 
pices of five associations active in the candy business in 
that area. The meeting will be held at the Penn Sherwood 
Hotel, January 17th, 1956. Representatives of federal, 
state and local food and health departments will be in 
attendance. 


The basic principles of candy chemistry will be cov- 
ered in ten evening lectures in Philadelphia, under the 
auspices of the Association of Manufacturers of Confec- 
tions and Chocolate and of Drexel Institute of Technology 
where the lectures will be held. The lectures will be held 
on successive Thursday evenings beginning January 12th, 
with a fee of $50 for the entire course. 

This course will be given by Dr. Walter L. Obold, 
head of the biological sciences, and his staff. Dr. Obold 
will also draw on prominent men in the food industry 
to assist in his lectures. The course will explain the 
physical and chemical terms commonly used and the 
application and principles of physical chemistry to the 
confectionery industry. Those attending will have an 
opportunity of getting acquainted with the testing ap- 
paratus and equipment used in the candy laboratory. 

The course is designed to meet the needs of the candy 
industry in providing a better understanding of these 
chemical and physical terms used in plant operation. It 
is particularly directed to such production workers who 
have little or no previous technical or chemical back- 
ground, and is limited to personnel now employed in 
the candy industry. 


Norda has completed the installation of the largest 
plant in the industry for the spray drying of flavors. Many 
improvements are claimed for this equipment over that 
commonly used in this process. 

Spray dried flavors, though not of primary interest 
to this industry, do have some interesting applications. 
They are particularly adaptable to flavoring cold pressed 
candies that have traditionally been flavored, of necessity, 
with the more stable essential oils. They can also be 
used with a dusting or sanding mixture to give instant 
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flavor response. It is claimed that steaming of candies 
would not materially reduce the flavor. In addition to 
these specific uses, dry flavors also can be, and are, used 
instead of the liquid because of their easier handling 
and measuring characteristics. 


Dr. Walter R. Fetzer, chief chemist of Clinton Foods, 
Inc., was awarded the 1955 Medal of the American 
Chemical Society’s Iowa Section. This medal is presented 
annually to an Iowa chemist for meritorious achievement 
in teaching, research or industry. The award went to 
Fetzer chiefly because of his achievements in the chemis- 
try of cereals, corn and sugars. 


Lee R. DeRosia has become associated with the Walter 
H. Kansteiner Company, manufacturers representatives. 
Mr. DeRosia retired as Western Sales Manager for Mars, 
Inc., after twenty six years of service. He was employed 
by a large chain wholesale grocery specializing in the 
sale and promotion of confectionery and specialty foods 
before joining Kansteiner. 


The Department of Chemistry & Food Technology of 
Borough Polytechnic in England, has announced that the 
following eight students have been recommended for the 
award of Polytechnic Diploma in Chocolate and Sugar 
Confectionery. 

B. N. Chew from Malaya, Private Student. R. A. B. 
Dowling of Dublin, sponsored by J. W. Dowling, Ltd. 
C. G. Ferrington, B. Sc. of Birmingham, sponsored by 
Scribbans-Kemp Ltd. T. J. L. W. Matlow, of London, 
sponsored by Matlow Bros., Ltd. P. N. Thornton, Shef- 
field, sponsored by J. W. Thornton, Ltd. E. J. Webb, B. 
Sc. London, sponsored by Scribbans-Kemp Ltd., R. T. 
White, Sydney, Australia, sponsored by H. Small & Co. 
Ltd., and R. H. Wright, of Dublin, by F. H. Steele, Ltd. 
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PROTECTED BY 
RIEGEL 





M & M's PEANUT CANDIES USE POUCHPAK*. 
MADE, PRINTED AND HEAT-SEAL COATED BY 
RIEGEL. PACKAGES ARE STRONG YET EASY TO 
OPEN .. . STACK NEATLY ON COUNTERS WITHOUT 
SLIPPING OR SLIDING. *T.M. 





80 PER MINUTE 
ON STOKESWRAP 
® MODEL ‘‘BS’’ MACHINE 


Protecting the sales-winning qualities of fine 

products is only one of the many functions of Riegel 
papers. Saving money is important, too. Riegel 

does it for you by creating the right combination 

of the most efficient packaging materials . . . 

and by “tailor-making” the paper to run and seal at 
high speeds on your machines. Tell us what you want 
paper to do for you. Riegel Paper Corporation, 

P.O. Box 170, Grand Central Sta., New York 17, N. Y. 


PROTECTIVE PAPERS FOR PACKAGING 
GLASSINES AND GREASEPROOFS 


Plain « Waxed « Printed * Lacquer-Coated + Laminated 
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The MANUFACTURING CONFECTIONER’S 


andy 
Clinic 





The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
market. Other samples have been submitted by manu- 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


Selected Best Candies of the Year 


Code 1C5 
Assorted Nut Chocolates 
1 Ib.—$2.50 
(Purchased in a drug store, 
Plainfield, Ind.) 

Appearance of Package: Good. 

Box: Oblong shape, extension slip cover, 
extension bottom. Top printed in gold 
and tangerine. Black circle in center, 
name embossed in gold. Imprint of nuts 
in gold. Amber colored cellulose wrap- 
per. 

Appearance of Box on Opening: Good. 

Coating: Milk Chocolate: 
Color: Good. 
Gloss: Good. 
Strings: Good. 
Taste: Good. 

Number of Pieces: 48. 
In Gold Foil: 3. 

Nuts: 

Filbert Clusters: Good. 
Almond Clusters: Good. 
Cashews: Good. 
Brazils: Good. 

Pecans: Good. 

Assortment: Good. 


Remarks: The best box of assorted nut 
meats we have examined in a long time. 
Very good quality milk chocolate and 
nut meats. The dipping was also very 
good. The box was neat and attractive. 
Suggest ingredients be printed on cover 
instead of on the bottom of the box to 
avoid trouble with the Food and Drug 
inspectors. 

REVIEW: This box of assorted nuts was 
all nut meats, no nut creams, caramels, 
nougats, etc. as we find in most as- 
sorted nut chocolates. Everything about 
this box was of the best quality. While 
the price may be a trifle high, it is 
far ahead of some we have examined at 
$2.00 and $2.25 the pound. 


Code 1D5 
Apple On Stick 
No weight stated, 10c 

Appearance of Piece: Good. Apple is 

coated with a Honey Caramel. 
Coating: Good. 
Center: 

Apple: Good eating. 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.00 
APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY-—Easter Candies and Packages; Moulded Goods 


JUNE—Marshmallows; Fudge 


JULY—Gums; Jellies; Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—Bar Goods; 5¢ Numbers 
OCTOBER-Salted Nuts; 10¢-15¢-25¢ Packages 
NOVEMBER-—Cordial Cherries; Panned Goods; 1¢ Pieces 


DECEMBER-—Best Packages and Items of Each Type Considered 
During Year; Special Packages; New Packages 
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Remarks: This is the first apple on a stick 
we have examined other than for retail 
stores. We expected the apple to sour 
and deteriorate but it was in good con- 
dition. 

REVIEW: We seldom see samples of 
Apple on the Stick, today. Years ago 
this was a very popular number but 
many times the apple was sour and the 
candy coating was sticky etc. A very 
good piece and good eating. 


Code 2A5 
Santa Claus Stocking 
4 ozs.—39c 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Stocking: Good. 

Stocking: Red mesh stocking, white paper 
clip on top. Imprint of Santa Claus in 
red and white. Bag contained hard 
candy balls, cellulose wrapper, one tin 
puzzle, and small box of crayons. 

Hard Candy Balls: 

Colors: Good. 
Stripes: Good. 
Texture: Good. 
Flavor: Fair. 

Remarks: Should be a good seller at 39c. 
One of the best Christmas novelties we 
have examined this year. 

REVIEW: We examine a number of 
Christmas stockings and find most of 
them lacking in quality of candy, also 
the appearance of the stocking. This 
was a good looking stocking and the 
candy of very good quality. 


Code 2E5 


Hard Candy Cluster Pops 
2 ozs.—5e 
(Purchased in a chain grocery store, 
Oak Park, IIl.) 
Appearance of Pops: Good. 
Wrapper: 4 cellulose wrapped pops in a 
printed cellulose overwrap fastened 
with a rubber band. 
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Pops: 

Colors: Good. 
Gloss: Fair. 
Texture: Good. 
Flavor: Fair. 

Remarks: The best 5c cluster pops we 
have examined this year. Suggest 
flavors be improved. 

REVIEW: While these pops did not have 
a good strong flavor, the flavor was 
good. We examine some pops of this 
type that lack flavor or an imitation 
flavor is used. 


Code 2F5 
Hollow Santa Claus in Chocolate 
1 oz.—10c 





(Purchased in a chain department 
store, Oak Park, III.) 
Appearance of Piece: Good. 
Size: Good. 
Container: Cellulose bag, white paper 
clip on top printed in blue. 
Coating: Milk Chocolate. 
Color: Good. 
Gloss: Good. 
Molding: Good. 

Taste: Good for this priced confection. 
Remarks: One of the best 10c molded 
pieces we have examined this year. 
REVIEW: Most hollow pieces are made 
of a very cheap coating. This chocolate 
piece was good eating and the work- 

manship was of the best. 








You can count on 
PENFORD CRYSTAL CORN SYRUP 
to measure up to your standards 


every time you buy, beeause it is 


made by a quality-controlled process 


that has proven itself over the years. 


--- DOUGLAS CONFECTIONERS’ 
MOULDING STARCH and DOUGLAS 
CONFECTIONERS’ THIN BOILING 
STARCH— PENICK & FORD’s two 
famous starches for confectioners— 


are always thumbs up with 


eandy-makers everywhere. 


PENICK & FORD, Ltd.. Ine. 


420 Lexington Avenue, : : Ss vs 


New York 17, N.Y. 


& Cedar Rapids, Iowa 


1531 Marietta Blvd., Atlanta, Ga. 
18 California St., San Francisco 11, Calif. 
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Code 2K5 
Assorted Hard Candy Pops 
12 for 29c 
(Purchased in a department store, 
River Forest, IIl.) 
Appearance of Pops: Good. 
Wrappers: Plain cellulose wrappers. 
Pops: 
Colors: Good. 
Texture: Good. 
Gloss: Good. 
Flavors: Good. 
Remarks: A good eating pop. Suggest 
name be printed on cellulose wrappers. 
REVIEW: These pops were the best in 
this price field; well made and good 
flavors were used. 


Code 2N5 
Lemon Hard Candy Pop 
Ic : 
(Purchased in a chain drug store, 
Oak Park, Ill.) 
Appearance of Pop: Good. 
Wrapper: Printed paper wrapper. 
Pop: 
Color: Good. 
Texture: Good. 
Flavor: Very weak. 
Remarks: Should be a good lc seller. 
REVIEW: Most one cent numbers lack 
quality in flavor but this pop was well 
made and had a good lemon flavor. 


Code 2Q5 
Assorted Hard Candy Balls 
12% ozs.—29c 
(Purchased in a chain grocery store, 
Oak Park, IIl.) 

Appearance of Package: Fair. 

Container: Cellulose bag, paper clip on 
top printed in red, yellow and white. 
Balls are wrapped in cellulose. 

Balls: 

Colors: Good. 
Gloss: Fair. 
Flavors: Good. 

Assortment: Good. 

Remarks: The best candy balls we have 
examined this year at this price. Very 
good flavors for this priced hard candy. 

REVIEW: These hard candy balls were 
well made and had very good flavors. 
Most hard candy balls are flavored with 
imitation flavors or are “loaded” with 
acid and little or no flavor is used. 


Code 3D5 
Peanut Butter Cups 
5 ozs.—3le 
(Purchased in a chain drug store, 
Chicago, II.) 
Appearance of Package: Good. 
Container: Chocolate colored board tray. 
Overall cellulose wrapper. Printed in 
orange, brown and white. Piece is in 
paper cup. 
Milk Chocolate: Good. 
Peanut Butter Center: Good. 
Remarks: A good eating peanut butter 
piece. One of the best we have ex- 
amined this year. 


THE MANUFACTURING CONFECTIONER 








C 


fe 
































































REVIEW: Some peanut butter cups we 
examine are rancid. Others do not taste 


like peanut butter. This sample was 


e, well made and a very good quality of 
peanut butter was used. MODEL S-48 
Thermostatic Gas Control—Variable Speed 
Code 3H5 
Assorted Chocolates 
1 Ib.—65c 


(Purchased in a chain grocery store, 
Oak Park, II.) 


_ Appearance of Package: Good. 
rs “i Box: Two layer, full telescope type. 
a Printed in orange, brown and white. 


Imprint of dish of chocolates in colors. 
Cellulose wrapper. 
Appearance of Box on Opening: Good. 
Number of Pieces: 29 
Cellulose Wrapped Caramel and Nou- 
gat in Layers: 1. 
Coating: Milk: 
Color: Good. 
Gloss: Good. 
Strings: Fair. 
Taste: Good for this priced chocolates. 
Centers: 
Nougat: Good. 
Chocolate Caramel: Fair. 
Chocolate Cream: Lacked flavor. 
. Vanilla Cream: Good. 
lock Raspberry Cream: Good. 
Red Jelly: Could not identify flavor. 





well 
i. Maple Cream: Good. 
Raisin Cluster: Good. 
Lemon Cream: Lacked flavor. 
Almonds: Good. 
Date: Good. 
S Vanilla Caramel: Good. 
Caramel and Nougat: Good. 
re, Assortment: Good. 
Remarks: The best box of chocolates we 
have examined this year at this price. 
p on REVIEW: At the price, this box of as- 
shite. sorted chocolates was outstanding. We 
found very good workmanship, a good 
assortment of centers and the quality | The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and has 
of the coating and centers was excep- feat . 
tionally good. We suggest the manu- many new teatures and conveniences: 
facturer check his cost sheet. Automatic Temperature Control 
Rie ey eS Variable Speed from 30 to 60 RPM 
V mf Code 4E5 Break-back within floor space 32” x 48” 
sel Valentine Heart Assorted Aluminum Base and Body Castings 
eotenty | a ace Atmospheric Gas Furnace with Stainless shell 
itl fa . . . * 
— @uschanall ta 6 Oa Sls ave. Removable Agitator, single or double action 
i Chicago, Il.) Stainless Cream Can and Stainless Drip Pan 
Appearance of Package: Good for this Copper Kettle 24” diameter 1242” deep or 16” deep 
priced heart. 
Box: Red heart, overall design in gold | You can save labor and obtain uniform batches by setting the thermostat for 
and red. Red heart seal in center, name | degree cook desired. It cooks and mixes batches of caramel, peanut brittle, 
in gold. Name printed in red on carton. ; . : ; 
Appearance of Box on Opening: Good. _ peanut candies, fudge, nougat, gum work, and with double action agitator is 
. Number of Pieces: | ideal for coconut candies and heavy batches. 
Light Coated: 16 
Dark Coated: 9 F — 
Silay Assorted Caramels Cellulose Your inquiry invited 


it by Wrapped: 6 Si 1855 
od in Coatings: Dark and Light. - 


digs Colors: Good. 
{ Gloss: Good. 
Strings: Good. 
ae AVAGE BROS. CO 
na Dark Coated Centers: » e 





Buttercream: Good. 
Coffee Cream: Good. 2638 Gladys Ave. Chicago 12, Il. 
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Vanilla Caramel: Good. 
Nut Buttercream: Good. 
Nut Clusters: Good. 

Light Coated Centers: 
Orange Jelly: Good. 

Nut Nougat: Good. 

Chocolate Buttercream: Good. 
Vanilla Nut Cream: Good. 
Molasses Chew: Good. 

Vanilla Caramel: Good. 

Nut Paste Blossom: Good. 
Maple Nut Cream: Good. 

Assorted Caramels: Good. 
Colors: Good. 

Texture: Good. 
Taste: Good. 

Assortment: Good. 
hearts. This heart was neatly packed 
and contained a good assortment of 
quality chocolates. 

REVIEW: Some manufacturers put al- 
most any kind of candy in hearts and 
expect them to sell. We have examined 
some very poor chocolates, etc., in 

Remarks: The best Valentine Heart box 
at this price we have examined this 
year. 


Code 4D5 
Assorted Chocolates 
1 Ib.—$1.39 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Good. 





FREE 
CALORIE-SUGAR 
GUIDE 


mw Recently in this space, 
2 we urged industry mem- 
bers to participate in the 
campaign to educate the 
American people on the 
necessity of sugar in the § 
diet. The response was 
gratifying, serving to em- 
phasize the cooperative 
approach always taken 
by the people in the 
eld. 
One useful idea attracted 
us—a colorful wheel 
called the Dial-A-Diet, 
: which indicates the cal- 
oric content of 200 food 
servings, and which con- 
tains an imprinted mes- 
sage on the importance 
of sugar in the diet. We 
obtained a quantity and 
will be glad to send one 
free to anyone request- 
ing it. 


j CHARLES FUCHS & CO.) 


Sugar Brokers 


120 Wall St., New York 5, N. Y. 5 
BOwling Green 9-717! 
Member 
N. Y. Coffee & Sugar Exchange, 
Ine. 





Box: One layer type, white glazed paper 
top embossed in brown, red. Blue 
stripes on side ends. Imprint of choco- 
lates in colors. Cellulose wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 

Milk Chocolate Coated: 7 

Dark Coated: 12 

Summer Coated: 6 

Foiled Vanilla Caramels Undipped: 2. 

Coatings: Dark and Light. 

Colors: Good. 
Gloss: Good. 
Strings: Fair. 
Taste: Good. 

Dark Coated Centers: 

Vanilla Marshmallow: Fair. 
Lemon Cream: Good. 

Orange Cream: Good. 
Coconut Cream: Good. 
Chocolate Nut Cream: Good. 
Jelly: Could not identify flavor. 
Coconut Caramel: Good. 
Vanilla Cream: Fair. 

Milk Chocolate Coated Centers: 
Peanut Clusters: Good. 

Peanut Blossom: Good. 
Chocolate Nut Caramel: Good. 

Summer Coated Centers: 

Vanilla Fudge: Good. 
Nut Nougat: Fair. 

After Dinner Mint: Good. 
Orange Cream: Good. 

Foiled Caramels: Good. 

Vanilla and Marshmallow: Fair. 

Assortment: Good. 

Remarks: One of the best boxes of this 
kind we have examined this year at 
$1.39 the pound. 

REVIEW: This box was outstanding at 
this price. We find many boxes of 
chocolates priced much higher which 
are not up to the quality of this sample. 
Chocolates were well made, very good 
centers, neatly packed. 


Code 4G5 
Assorted Chocolates 
1 Ib.—98c 
(Purchased in a department store, 
Philadelphia, Pa.) 

Appearance of Package: Good. 

Box: Two layer type, full telescope. White 
glazed paper top printed in black. Im- 
print of Old Homestead in black. Cellu- 
lose wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 

Dark Coated: 34. 
Light Coated: 2. 
Foiled Pieces: 2 
Cellulose Wrapped Vanilla Nut Cara- 
mels: 4. 
Coatings: 
Colors: Good. 
Gloss: Good. 
Strings: Poor. 
Taste: Good. 
Dark Coated Centers: 
Maple Cream: Good. 
Honeycomb: Good. 
Nut Cream: Good. 
Nut Butterscotch: Good. 
Vanilla Caramel: Good. 
Pink Cream: Could not identify flavor. 


Peppermint Cream: Good. 
Coconut Cream: Good. 
Chocolate Cream: Good. 
Nougat: Good. 
Orange Cream: Weak flavor. 
Vanilla Cream: Good. 
Chocolate and Vanilla Cream: Good. 
Light Coated Centers: 
Chocolate Taffy: Tough. 
Foiled Pieces: 
Nut Taffy: Too hard. 
Cellulose Wrapped Caramels: Good. 
Assortment: Good. 
Remarks: One of the best boxes in this 
price field we have examined this year. 
REVIEW: While there were a few pieces 
in this box that were not up to stan- 
dard, the balance were very good at 
this price. We cannot expect toe much 
today at the price of 98c the pound. 


Code 4H5 
Assorted Chocolates 
1 Ib.—$1.35 
(Purchased in a department store, 
Philadelphia, Pa.) 

Appearance of Package: Good. 

Box: One layer type, light brown paper 
top printed in dark brown and green. 
Imprint of a tavern in black. Cellulose 
wrapper, valentine cellulose band, 
white paper wrapper tied with red 
grass ribbon. 

Appearance of Box on Opening: Good. 

Number of Pieces: 

Light Coated: 17. 
Dark Coated: 16. 
Nougat Nut Slices: 2. 
Summer Coated: 2. 
Foiled: 1. 

Coatings: Dark and Light. 

Colors: Good. 
Gloss: Good. 
Strings: Fair. 
Taste: Good. 

Dark Coated Centers: 

Vanilla Nut Caramel: Good. 

Lemon Cream: Good. 

Molasses Chips: Good. 

Coconut Paste: Good. 

Orange Cream: Good. 

Peppermint Cream Wafers: Good. 
Light Coated Centers: 

Raisin Clusters: Good. 

Nut Crunch: Good. 

Orange Cream: Good. 

Nut Nougat: Good. 

Vanilla Coconut Paste: Good. 

Chocolate Nut Cream: Good. 

Lemon Cream: Good. 

Nut Cluster: Good. 

Summer Coated Pieces: 
Fudge: Good. 

Nut Nougat Slices: Good. 

Foiled Piece: 

Cherry Cordial: Good. 

Assortment: Good. 

Remarks: The best box at this price we 
have examined this year. 

REVIEW: This box was outstanding for 
quality and workmanship. There were 
very well made centers and a good 
assortment. It was neatly packed and 
an attractive box. 
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Code 4R5 
Solid Milk Chocolate Bar 
4% ozs.—29c 
(Purchased in a department store, 
Philadelphia, Pa.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Overall paper wrapper, light 
blue printed in gold. Inside glassine 
paper wrapper. 

Bar: 

Chocolate: Milk. 
Color: Good. 
Molding: Good. 
Gloss: Good. 
Taste: Good. 

Remarks: The best milk chocolate bar we 
have examined this year. Very good 
milk taste. 

REVIEW: There are very few good milk 
chocolate bars on the market today. 
Many of them we doubt are milk choc- 
olate at all. This bar had a good milk 
flavor and also a good chocolate liquor 
flavor. 


Code 485 

Peanut Butter Caramels 
8 ozs.—29c 

(Sent in for analysis No. 4776) 

Appearance of Package: Good. 

Container: Cellulose bag printed in yel- 
low and red. Caramels are wrapped in 
red wax paper printed in blue. 

Caramels: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best peanut butter caramels 
we have examined in some _ time. 
Should be a fast selling number in 
chain stores at 29c. 

REVIEW: This piece is very popular. We 
examine many over the year but find 
that they do not taste like peanut butter 
or are rancid. These caramels had a 
good peanut butter in them; the cara- 
mel was also good eating. Cheaply 
priced at 8 ozs. for 29c. 


Code 5L5 
Chocolate Coated 
Maple Cream Egg 
1% ozs.—5e 
(Purchased in a department store, 
Chicago, II.) 
Appearance of Egg: Good. 
Size: Good. 
Wrapper: Foil wrapper printed in gold 
and red. 
Egg: 
Coating: Fair. 
Center: 
Color: Good. 
Texture: Good. 
Flavor: Fair. 
Remarks: One of the best 5c cream eggs 
we have examined this year. 
REVIEW: We think that maple is one of 
the most abused flavors today. Some 
are unfit to eat, strong and bitter. The 
flavor used in this egg was very good, 
also the cream center. 


for December, 1955 





Code 5K5 
Solid Milk 
Chocolate Bunny 
2 ozs.—29c 
(Purchased in a department store, 
Chicago, Il.) 
Appearance of Bunny: Good. 
Container: Cellulose bag, paper clip on 
top printed in yellow and green. 
Chocolate: Cood. 
Molding: Good. 
Gloss: Good. 
Taste: Good. 
Remarks: Well made and good eating. 
One of the best we have examined in 
this price field. 








REVIEW: While this bunny was slightly 
high priced, it was good eating and the 
coating had a good milk and chocolate 
liquor flavor. Very good workmanship. 





Code 5J5 
Chocolate Coated 
Fruit & Nut Cream Egg 
%2 lb.—49c 
(Purchased in a department store, 
Chicago, II.) 
Appearance of Package: Good. 
Box: Folding box printed in purple, pink 
and white. Imprint of chick and rabbit 
in colors. 


NOW THESE ARE 
RESULTS 
| CAN SEE ! 





Improved eye-appeal—added sales-appeal 
are the results you see in products using... 


Peacock Brand 








CERTIFIED FOOD COLORS 


Manufactured and Distributed by Wm. J. Stange Co. 


Chicago 12, Illinois 


Oakland 21, California 


In Canada: Stange-Pemberton Ltd., New Toronto, Ont. 
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Chocolate Coating: Good. 

Center: 
Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best cream egg we have 
examined this year at this price. 

REVIEW: This cream egg was very good 
eating. It had a good amount of fruit 
and nuts and the coating was good for 
this priced egg. 


Code 5F5 
Marshmallow Chocolate 
Eggs & Chicks on a Stick 
3 ozs.—40c 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good. 
Container: Folding box printed in green, 
red and white. Cut out windows on 
cover. Cellulose wrapper. 
Chocolate Coating: Good. 
Center: Marshmallow. 
Molding: Good. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: A good looking novelty box and 
quality of candy was very good. 
REVIEW: This novelty is highly priced 
but was different and very attractive. 
It had a very attractive container. 





Code 6B5 
Sponge Candy 
4% ozs.—19c 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Package: Good. 

Size: Good. 

Wrapper: Cellulose wrapper printed in 
brown and white. Overall print of old 
fashioned man and lady. 

Sponge: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best sponge candy at this 
price we have examined this year. Very 
tender eating and a good flavor. 

REVIEW: Most honeycomb we examine 
is tough and hard. This sample was 
well made and very porous. 


Code 6C5 
Milk Chocolate Pops 
2 ozs.—39c 
(Purchased in a department store, 
Chicago, II.) 

Appearance of Package: Good. 

Box: Folding box printed in red, yellow 
and brown. Cellulose window. Box 
contained 10 chocolate pops on sticks. 

Milk Chocolate: Good. 

Molding: Good. 

Remarks: A very good novelty package. 
Should be a good seller. 

REVIEW: This package is a little high 
priced but the chocolate was very good. 
The molding of the pop was very good 
and the package is attractive. 
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Code 6D5 
Toasted Coconut 
Marshmallows 
1 Ib.—39c 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Package: Fair. 

Container: Polyethylene bag, paper clip 
on top printed in red. 

Marshmallow: 

Coconut: Good. 
Marshmallow: 
Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best toasted marshmallow 
we have examined this year at this 
price. Well made and good eating. 
Cheaply priced at 39c the pound. 

REVIEW: Many samples of toasted 
marshmallows are not up to standard. 
We find the coconut rancid and the 
marshmallow hard and tough. These 
toasted marshmallows were well made, 
the coconut was sweet, and the marsh- 
mallow was good and tender. 





Code 6G5 
Caramallows 
1 Ib.—59c 
(Purchased in a chain department store, 
Chicago, II.) 

Sold in Bulk: 

Wrappers: Chocolate & Vanilla Caramel 
Coated Marshmallows. Printed wax 
paper wrappers. 

Caramel: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Marshmallow Centers: 
Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best caramallows of this 
type we have examined this year. 

REVIEW: This piece should be a good 
seller. We enjoy a piece of this kind 
for a change. Very good eating and 
of very good quality. 





Code 6P5 

Nut Fudge 

8 ozs.—43c 
(Purchased in a chain drug store, 

Chicago, II.) 

Appearance of Package: Good. 

Box: Folding type, printed in yellow, 
green and white. Imprint of fudge 
pieces in colors. Cellulose wrapper. 
Fudge packed on a tray with cups. 

Milk Chocolate Coating: Good. 

Center: Chocolate nut fudge. 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best fudge of this type we 
have examined this year. Well made 
and good eating. Neat and attractive 
container. 

REVIEW: Most of the coated fudge 
samples we receive are poorly made; 
the center is dry and hard, some are 
chewey. This sample is well made 
fudge and the milk coating is very 


good. 


Code 6E5 
Marshmallows 
14 ozs.—29c 
(Purchased in a drug store, 
Phila., Pa.) 

Appearance of Package: Good. 

Container: Polyethylene bag printed in 
red, yellow and brown. 

Marshmallows: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: One. of the best marshmallows 
of this type we have examined this 
year. Very well made and in fine con- 
dition. 

REVIEW: Very cheaply priced and a 
good quality of marshmallow. Many 
marshmallows we examine of this type 
are dry; many times they are hard and 
tasteless. 


Code 6F5 
Creamery Caramels 
8 ozs.—50c 
(Purchased in a Restaurant) 

Appearance of Package: Good. 

Container: Oblong white tray printed in 
red and blue. Overall cellulose wrap- 
per, paper seal printed in red and blue. 

Caramels: Vanilla & Chocolate Nut. Cel- 
lulose wrappers. 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best caramels of this type 
we have examined this year. Very well 
made and good eating. 

REVIEW: These caramels are a trifle 
high priced but are of very fine quality. 
They had a good cream taste. Many 
samples we receive have a strong con- 
densed milk taste, others have a strong 
imitation butter taste. 


Code 8A5 
Assorted Chocolate Coated 
Marshmallow Squares 
1 Ib.—$1.40 
(Sent in for analysis No. 4777) 

Box: One layer type, embossed white 
paper top, name printed in_ black. 
White paper wrapper tied with printed 
grass tape. 

Appearance of Box on Opening: Good. 

Squares: 

Coating: Dark. 
Color: Good. 
Strings: Fair. 
Gloss: None. 
Taste: Good. 

Center: Marshmallow. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 

Remarks: A good eating marshmallow. 
Price of $1.40 the pound for this type 
of confection is very high. Suggest 
pieces be made smaller as the coating 
melts on the hands after the first bite. 

REVIEW: This sample of chocolate coat- 
ed square marshmallows eats different 
than a small coated marshmallow. 
Some people prefer this type of marsh- 
mallow but we feel it is too large. 
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Code 8D5 
Chocolate Coated 
Orange Jelly Sticks 

12 ozs.—80c 
(Purchased in a grocery store, 
Boston, Mass.) 

Appearance of Package: Good. 

Box: One layer type, top printed in 
orange, white and yellow. Imprint of 
oranges in colors. Cellulose wrapper. 

Sticks: 

Coating: Dark, Good. 
Center: 
Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The first box of this type of 
jelly sticks we have examined. Very 
well made and good eating. 

REVIEW: We hear that this piece is a 
very good seller on the West Coast. 
The orange flavor was very good as 
was the texture of the jelly. 


Code 8G5 
Summer Coated Favorites 
1 Ib.—$1.25 
(Purchased in a candy store, 
Boston, Mass.) 

Appearance of Package: Good. 

Box: One layer type, top white glazed 
paper, green, yellow, red, pink and 
brown colors. Flowers embossed in 
colors. Cellulose wrapper. 

Appearance of Box on Opening: Very 
Good. 

Assorted Gum Patties: Good. 

Printed Cellulose Wrapped Caramels: 
Good. 

Cellulose Wrapped Nougat: Good. 

Fruit Slices: Good. 

Crystalized Cream Rings: Good. 

Summer Coated Pieces: 

Coating: Good. 
Centers: Good. 

Foil Cup Pieces: Good. 

Assortment: Good. 

Remarks: The best assortment of this kind 
we have examined this year. Should 
be a good seller. 

REVIEW: A very well planned assort- 
ment and neatly packed in an attractive 
box. The centers were well made and 
of good quality. 


Code 8F5 
Peanut Butter Bar 
1% ozs.—5c 
(Purchased at a candy store, 
Boston, Mass.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine printed in red, yellow 
and brown. Imprint of piece of bar in 
colors. 

Bar: 

Coating: Light, Good. 
Center: 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: One of the best peanut butter 
bars we have examined this year. 

REVIEW: Most peanut butter bars have 
very little peanut butter in them. Some 
have a small amount of peanut butter 
and the balance is soya flavor. This 
bar had a very good peanut butter in 
it and enough to make it taste good. 


Code 8R5 
Mellow Mints 
1 Ib.—59c 
(Purchased in a department store, 
Chicago, III.) 

Sold in Bulk: 

Mints: Piece is a hard candy blossom 
filled with cream. Printed cellulose 
wrappers. 

Color: Good. 
Texture: Good. 
Flavor: Good. 

Remarks: The best piece of this kind we 
have examined this year. Very good 
peppermint flavor. A good eating piece. 

REVIEW: We seldom find a good pep- 
permint flavor. Many taste like men- 
thol. This piece had a good clean 
peppermint flavor. 





Code 8S5 
Peppermint Puffs 
12 ozs.—25c 
(Purchased in a chain variety store, 
Chicago, II.) 
Appearance of Package: Good. 
Container: Polyethylene bag printed in 
red and white. 


Mints: 
Color: Good. White color, red stripes. 
Stripes: Good. 

Texture: Good. 
Flavor: Good. 

Remarks: The best mint puffs at this 
price we have examined this year. Very 
tender to eat and a good peppermint 
flavor. 

REVIEW: Some samples we receive of 
puffs are very hard. These puffs were 
very porous and tender. 





Code 8T5 
Assorted Jellies 
1% ozs.—3 for 10c 
(Purchased in a chain drug store, 
Chicago, II.) 

Appearance of Package: Good. 5 pieces 
of jellies in a white board boat. Cellu- 
lose wrapper printed in white and 
green. 

Jellies: 

Color: Good. 
Sanding: Good. 
Texture: Good. 
Flavors: Fair. 

Remarks: One of the best 5c jelly pack- 
ages we have examined this year. 

REVIEW: Most jellies we receive are 
gum drops. These jellies were real 
jellies and were well made. Very 
cheaply priced at 3 for 10c retail. 


Code 9A5 
Assorted Candies 
lb. 

Appearance of Package: Good. 

Box: Two layer type, extension edges 
top and bottom. Slip cover. Top printed 
in blue, white and red. Imprint of 
candies in colors. Cellulose wrapper. 

Appearance of Box on Opening: Good. 

Summer Coated Pieces: 

Nut Nougat: Good. 

Jelly: Could not identify flavor. 

Caramel & Fudge: Good. 

Coconut: Good. 

Nut Crunch: Grained. 

Dark Coated Divinity: Good. 

Dark Coated Pecan Slices: Good. 

Crystalized Brazil and Jelly: Good. 

Chocolate Caramel & Nougat (Cellu- 
lose Wrapper): Good. 
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BULK SUGAR 
HANDLING 
and STORAGE 
SYSTEMS 

















ESTABLISHED 1925 


CONVEYOR SYSTEMS 


Conveys sugar from 
unloading point to 
storage to production. 
Inquiries invited 


41 NORWOOD ST., BOSTON 22, MASS. 








COLORED COATINGS 
Add color to your package! 


Bon bon coatings in pink, green, 
peach, yellow and white. 


Nu Coat 
Bon Bon 
Company 


4338 N. Western Avenue 
Chicago 18, Illinois 
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Molasses Coconut (Cellulose Wrapper): 
Good. 

Assortment: Good. 

Remarks: One of the best summer assort- 
ments of this kind we have examined 
this year. It was 90° when this box was 
received and all pieces were in good 
condition. 

REVIEW: This box arrived in the most 
severe weather of the summer but the 
candy was in very fine condition. Very 
good centers and neatly packed. 





Code 9H5 
Mints 
8 ozs.—55c 
(Purchased in a specialty shop, 
Geneva, IIl.) 

Appearance of Package: Good. 

Box: One layer type, oblong, green paper 
top, name embossed in gold. Cellulose 
wrapper. 

Appearance of Box on Opening: Good. 

Assorted Crystalized Cream Mints in 

Shape of Roses: 

Colors: Good. 
Crystal: Good. 
Texture: Very good. 
Molding: Good. 
Flavors: Good. 

Remarks: The best box of cream mints 
we have examined this year. Very good 
eating. 

REVIEW: The centers and the crystaliz- 
ing were very good. While the package 
is slightly high priced the candy is of 
the best quality. 





Code 9E5 
Sugared Peanuts 
2 ozs.—10c 
(Purchased in a chain drug store, 
Chicago, II.) 

Appearance of Package: Good. 

Container: Cellulose bag printed in black, 
yellow and white. 

Peanuts: 

Coating: Good. 
Peanuts: Well roasted. 
Taste: Good. 

Remarks: The best sugared peanuts we 
have examined this year. Very well 
made and good eating. 

REVIEW: Many sugar peanuts we re- 
ceive are not up to standard. The 
jacket on some is soft and the peanuts 
are often not roasted enough. The pea- 
nuts in this sample had a very brittle 
jacket and the peanuts were well 
roasted. 





Code 9K5 
Half Chocolate 
Dipped Coconut Squares 
14 ozs. 

Appearance of Package: Good. 

Container: Oblong shape box, extension 
edges top and bottom. Two layer type, 
full telescope. Green paper top printed 
in white, brown, buff and orange. Im- 
print of coconut square and fruit in 
colors. Cellulose wrapper. Squares are 
on layer board and wrapped in cellu- 
lose. 
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Squares: 

Colors: Good. 
Chocolate: Good. 
Texture: Good. 
Flavors: Good. 

Remarks: The best coconut piece of this 
kind we have examined this year. Well 
made and good eating. Neat and attrac- 
tive box. Pieces were well packed, in 
very good condition. 

REVIEW: Coconut pieces are popular if 
made right. These coconut squares 
were soft and had a good sweet coco- 
nut taste. 





Code 9L5 
Coconut Macaroons 
% Ib.—29c 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Package: Good. 

Container: 15 macaroons on a layer board 
printed in red. Cellulose bag. 

Macaroons: 

Color: Good. 
Toasting: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best coconut macaroons 
we have examined this year. Cheaply 
priced at 29c the half pound. 

REVIEW: These macaroons were well 
made and had a good amount of coco- 
nut in them. The texture was excep- 
tionally good. Most macaroons are dry 
and hard. 


Code 6T5 
Walnut Caramels 
6%5 0z.—19c 
(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Package: Good. 

Container: Cellulose bag printed in red, 
white and blue. Paper clip on top 
printed in yellow, red and blue. Car- 
amels wrapped in printed white wax 
paper. Three cards of different dogs 
in colors. Name, etc., on reverse side. 

Caramels: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best caramels of this type 
we have examined this year. Cheaply 
priced at 19c for 6% ozs. Attractive 
cellulose bag. 

REVIEW: Caramels in this sample were 
of good quality, and had a good cara- 
mel flavor. Most caramels in this price 
field have a strong condensed milk 
taste and many times they are hard 
and tough. 


Code 6Q5 

Milk Coated Cordial Cherries 
1 Ib.—69c 

(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Package: Good. 

Box: Two layer type, window on top. 
Printed in yellow, blue and white and 
red. Imprint of a cluster of cherries in 
red and green. Cellulose wrapper. 


Appearance of Box on Opening: Good. 
Cherries are cupped and in a crate 
divider top and bottom layers. 

Coating: Milk Chocolate, Good. 

Color: Good. 
Strings: Good. 
Gloss: Good. 
Taste: Good. 

Centers: 

Cordial: Good. 
Flavor: Good. 
Cherries: Good. 

Remarks: The best cordial cherries we 
have examined this year at the price 
of 69c the pound. 

REVIEW: A very fine cordial cherry and 
cheaply priced at 69c the pound. Many 
cordial cherries we examine are not 
cordial cherries; rather the center is 
mostly cream and there is little or no 
flavor. 


Code 10K5 
Mint Puffs 
4 ozs.—25c 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good. 
Container: Cellulose bag printed in blue 
and white. Piece is similar to an after 
dinner mint. 
Puffs: 
Color: Good. 
Stripes: Good. 
Texture: Good. 
Flavor: Good. 
Remarks: The best mint of this type we 
have examined this year, at this price. 
REVIEW: While this piece was more like 
an after dinner mint than a puff, it was 
very good eating and had a good mint 
flavor. 


Code 10H5 
Peanut Butter Kisses 
11 ozs.—29c 
(Purchased in a chain drug store, 
Chicago, Il.) 

Appearance of Package: Good. 

Container: Cellulose bag printed in red. 
white and black. A girl’s head in 
colors. Kisses wrapped in wax paper, 
assorted colors. 

Kisses: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best peanut kisses we have 
examined this year at this price. 

REVIEW: The price of these peanut 
butter kisses is cheaper than some 
other good peanut butter kisses we 
have examined. Very well made and a 
good amount of peanut butter was 
used. 


Code 10J5 
Assorted 
Caramel & Nougat 
In Layers 
9 ozs.—33c 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Good. 
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Container: Folding tray printed in red 
and blue. Cellulose wrapper. Caramels 
are wrapped in cellulose. Piece is layers 
of caramel top and bottom, center of 
nougat with small colored gums. 

Candies: 

Colors: Good. 
Texture: Good. 
Flavors: Good. 

Remarks: The best piece of this kind we 
have examined this year. 

REVIEW: We receive very few samples 
of this kind. Both the caramel and 
the nougat were of good quality and 
made good eating. Neatly packed. 





Code 8W5 
Molasses 
Peanut Butter Sticks 
1% ozs.—5e 
(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Package: Good. 

Wrappers: Sticks are wrapped in printed 
yellow wax paper. Overall cellulose 
wrapper printed in yellow and red. 

Sticks: 

Color: Good. 
Texture: Good. 
Flavor: Good. 
Peanut Butter: Good. 

Remarks: The best piece of this kind we 
have examined this year. Neat and 
attractive wrapper. 

REVIEW: This is the only sample of this 

kind we have received this year. It is 

a good eating stick, very well made 

and has a good peanut butter flavor. 
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Code 8K5 
Summer Assortment 
1 Ib.—$1.10 
(Purchased in a restaurant, 
Phila., Pa.) 

Appearance of Package: Good. 

Box: One layer type, cut out top printed 
in green. Cellulose window. 

Assorted Gums: Good. 

Coconut Squares: Good. 

Jelly Roll Slices: Good. 

Cellulose Wrapped Nougat: Good. 

Cellulose Wrapped Chocolate & Vanilla 
Fudge: Good. 

Cellulose Wrapped Caramels: Good. 

Sugar Coated Bon Bons: Good. 

Nut Roll Slices: Good. 

Coconut Cream: Good. 

Toasted Marshmallow: Very tough. 

Peanut Butter Sticks: Good. 

Nut Crunch—Cellulose Wrapped: Good. 

Assortment: Good. 

Remarks: The best summer assortment of 
this kind and price we have examined 
this year. 

REVIEW: The assortment in this package 
was outstanding and very well planned. 
There was very good quality and good 
workmanship. 





Code 9F5 
Assorted Jellies 
10 ozs.—33e 
(Purchased in a chain drug store, 
Chicago, III.) 
Appearance of Package: Good. 
Container: White board tray printed in 





it. 


CHAS. H. 


1303 N. FOURTH STREET ° 


Factory Representative: R. S. and G. B. Hislop 
1517 Grange Ave., Racine, Wisc. 


blue. Overall cellulose wrapper. Jellies 
are oblong shape. 

Jellies: 

Colors: Good. 

Texture: Good. 
Sanding: Good. 
Flavors: Good. 

Remarks: A good looking jelly package, 
one of the best we have examined this 
year. 

REVIEW: Many jelly packages we ex- 
amine are gums. This piece is a real 
jelly and has a neat and attractive 
package. The jellies were well made 
and good eating. 





Code 10B5 
Mint Hard Candy Sticks 
3 ozs.—18c 


(Purchased in a chain drug store, 
Chicago, III.) 

Appearance of Package: Good. 

Container: Square folding open top box 
printed in red and white. Cellulose 
wrapper printed in blue and white. 

Sticks: 

Color: Good. 
Stripes: Good. 
Texture: Good. 
Gloss: None. 
Flavor: Good. 

Remarks: The best hard candy of this 
type we have examined this year at 
this price. 

REVIEW: These hard candy sticks were 
well made and good eating. Most hard 
candy sticks we examine are partly 
grained and lack good flavors. 


MAXIMUM COVERAGE 


from each pound of coating 


Are you sure that you are covering as many 
centers from each pound of coating as possible? 
Many manufacturers are not and don't realize 


Only the Stehling Mixer gives you a large sup- 
ply of liquid chocolate, properly melted, prop- 
erly manipulated, and held in suspension ready 
for the most economical coating operation. 


Chocolate manufacturers use the Stehling Mix- 
er as an emulsifier. The manufacturing confec- 
tioner also needs the emulsifying action to 
provide his enrobers and dippers with chocolate 
of original and uniform viscosity. 


You can save money on coatings with a Stehl- 
ing. Write today for particulars. 


STEHLING CO. 


MILWAUKEE 12, WISC. 
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Baur swank shop 


A new shopping center store for 
Baur of Denver is a real show- 


place for candy. 


Baur’s new suburban shopping center is built of native 
Colorado stone and wood, with polished brass and colonial 


windows. 
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More than 85 years of quality candy-manufacturing 
are being celebrated by Baur’s, Denver, Colorado, 
with the completion of the firm’s beautiful new one 
and half million dollar restaurant, bakery, and candy 
shop, in Denver’s Cherry Creek shopping center. 

The impressive new building, built of native Colo- 
rado stone and employing rich wood, polished brass 
and metal trim, colonial windows, etc., is a monu- 
ment to the four major divisions of the Baur’s concern, 
which are candy, baking, ice cream, and food service. 

Shopping convenience is heavily emphasized in the 
new building as there is parking space for 1,500 
automobiles in the shopping center, and the candy 
customer can drive directly to the door of the new 
store if desired. In laying out the store itself Baur’s 
took advantage of its size and unique architecture 
to give a good representative showing to the more 
than 350 candy varieties produced. 

The store has a 60 foot front, with entrances to the 
two restaurant areas on either side. A unique feature 
was the use of colonial-style “hanging windows’, 
which slant out from floor level to the top to do 
away with reflections and straight lines. Windows are 
“broken up” into many small panes with leaded 
frames for an unusual effect. 

The candy store within features a bright yellow 
mottled terrazzo stone floor. Eight counter cases face 
the front, each elevated above the floor on satin fin- 
ish metal legs to provide for ease in mopping or 
sweeping. Most of the fixtures, although bright and 
modern in color and design, have been deliberately 
designed by David S. Walker, executive vice presi- 
dent, to place full emphasis on the candy, baked 
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goods, and actual merchandise display. General ar- 
rangement through the store calls for three cases to 
be devoted to Baur’s fancy pastries, a like number 
to candy, and the remaining to seasonal specialties 
in cakes, ice creams, boxed candies, etc. 

By far the most prominent feature of the store 
are the oversize wall display units behind the coun- 
ters, which tower all the way to the ceiling. They 
have adjustable glass shelving easily moved up or 
down to proper height to exhibit two dozen or more 
candy suggestions for the customer. One of the dis- 
play units is built of glassy, mar-oyster white Formica, 
the others of slats of California redwood, mounted 
vertically. Pastel interiors and brilliant incandescent 
lights provide maximum direct illumination on the 
confections shown. 

Goose neck spotlights, mounted in the ceiling, 
curve down and inward to provide intensified light- 
ing in “pools” where desired over the candy displays. 
No fluorescent lighting is used in the store, as Baur’s 
has found that the rich taste-appeal of most candies 
is best heightened by incandescent light. Thus, in 
the ceiling of the store, done in sprayed acoustical 
tile, a series of square copper lighting fixtures pro- 
vide store illumination. 

Cabinets at the rear of the store provide stock 
storage space, and a 22 cubic foot stainless steel 
refrigerator is built into one of the tall wall display 
fixtures at the back to provide adequate low temper- 
ature storage for perishable baked goods, ice cream, 
and candy. 

All candies are supplied from Baur’s plant, in down- 
town Denver, in specially-built stainless steel cabinets 
mounted on casters for easy handling. 

Incidentally, the new Baur’s institution scored a 
“conspicuous first” on the evening before its formal 
opening in September, when a Denver radio station 
devoted a half hour program to the store, attended 
by many Denver notables, including the mayor. Tele- 
vision cameras were focused separately on each de- 
partment, with a complete explanation of the archi- 
tecture, special service features, and with introductions 
of personnel, including David S. Walker and _ his 
brother Sanford Walker, head of Baur’s candy man- 
ufacturing division. 

While plans call for the establishment of a candy 
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plant in the Cherry Creek building, the store will 
continue to be supplied from the Curtis Street Build- 
ing for some time to come, according to Mr. Walker. 
Here, in continuous operation for 66 years, Baur’s 
will continue to turn out the largest assortment of 
fine candies produced by any plant in the Rocky 
Mountain area. 

Baur’s has a long and interesting history which 
began when founder, Otto Baur, migrated to Denver 





This Smith 10 inch enruber allows the shop to keep up 
with increased business, and still do a perfect coating job. 





The display units built in behind the counters, running from 
counter height to ceiling, present special packages and as- 
sortments in elegant fashion. The glass shelves are adjustable 
to take any type or style of display. 





} ; Greetings 


WALTER H. KANSTEINER COMPANY 
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Chicago 26, Illinois 


Lee R. DeRosia 
Walter H. Kansteiner, Sr. 
Walter H. Kansteiner, Jr. 


Elmer T. Rennicke 
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This Baur-designed packing table gives them economical 
packing in a small space. The table holds just under one 
hundred boxes, and the packer pushes the trolley, mounted 
on rails, along the table, packing one or two pieces in each 
box on each trip. 


A standard power drill press has been converted to a 
polisher, that puts a high gloss on the top layer of chocolates 
before they are covered. 


These candy cases are designed to show candy to its best 
advantage. They are raised above the floor to facilitate 
cleaning, and to keep them from being scarred from shoes. 
The front slants back to give the best view of all candy. 
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from Pottsville, Pennsylvania. The rough mining com- 
munity which Denver was at that time was a sharp 
contrast to the more civilized east coast, and Baur, 
who had learned the baking trade in New York City, 
resolved to supply a serious need for better baked 
goods and candy by opening his own establishment. 
Young Baur started his business in the fall of 1870 
with James Colwell, a bookkeeper, who furnished 
the initial capital. 

The original Baur Confectionery and Bakery was 
located only two blocks from the site of the present 
main plant, and it was on the triple basis of fine 
candy, baked goods, and ice cream, that the Baur 
name was established. Probably one of the top high- 
lights of Baur’s history was the creation of the ice 
cream soda in 1871, when a customer who had always 
asked for Seltzer water in a glass containing two 
ounces of cream was asked whether he would be 
willing to accept ice cream instead. The result was 
a highly pleasant surprise, which Baur’s suggested 
aggressively to his customers and built up a strong 
following for the new concoction. 

In 1874, founder Baur purchased the Schueler Con- 
fectionery Store and bought out his original partner, 
Colwell, to become sole owner. Two years later he 
hired Theodore L. Meier, an expert confectioner from 
the east, to take charge of candy operations. 

From the very beginning, Baur’s candies have been 
distinctively the company’s own, with no attempt 
at copying products of others. As the business pros- 
pered, Baur made many trips to the east coast, and 
later to Europe, in search of candy developments 
which could be incorporated into production. 

By 1891, the Baur reputation for fine candies and 
baked goods had resulted in such a volume that it 
was necessary to move to the present headquarters 
location at 1512 Curtis Street, in the heart of down- 
town Denver. Continuing his policies of producing 
confections which could not easily be obtained else- 
where, Baur made his name famous throughout the 
West for original confections. The reputation for the 
highest quality and careful hand operations resulted 
in premium-priced sales for the most part. 

This was a tradition in which the founder brought 
up his nephew, John Joseph Jacobs, who joined the 
firm shortly after his 21st birthday, to learn the candy 
business “from the ground up”. 

In 1904, in appreciation of his many efforts toward 
civic improvement, Otto Baur was honored by the 
Denver Chamber of Commerce, and was presented 
with an engraved, gold-headed cane. Not long after- 
wards, he left for his last trip to Europe and, stricken 
with a serious illness, died shortly after his return. 

Theodore Meier, who had spark-plugged the de- 
velopment of many of the firm’s specialities took over 
the presidency following Baur’s death, and Joe Ja- 
cobs became secretary and treasurer. During the years 
between the turn of the century and the end of 
World War I, Baur’s built up a national reputation 
on many of its products, including French mints, 
which have been a top-ranking favorite ever since, 
Crystal Cuts hard candy, and “Mija”, a rich confec- 
tion which derived its name from the first syllables 
of the names of Meier and Jacobs. 
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Here's your 
formule 


‘ again. 50 Ibs. white sugar 
and time 45 5 Ibs. brown sugar 
6 Ibs. corn syrup 
, disco 1% gals. manufacturing cream 
m already : . \monds. Ya gal. water 
i 2 oz. salt 
4 lbs. frappe’ 
25 ibs. Blue Diamond Diced- 
Roasted Almonds 
Rum flavor as desired 


ver the 


Cook sugar, corn syrup, cream 
and water to 242°F. Add salt 
any time after the boil. Pour on 
cream beater and allow to cool. 
Add flavor while the batch is 
cooling. Add frappé and al- 
monds just before. the batch 
comes up. Form in flat round 
patties and dip in milk and 
dark chocolate. 
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FLAVORS - ESSENTIAL OILS 
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insure that the excellence and 
full rich flavor of your candies 
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While every department expanded, it was candy, 
first and last, which carried the Baur banner. In 1938, 
recognizing the trend of the downtown shopping 
area as moving to the east, Baur’s built its “Uptown 
store” at 16th and Glenarm Street, in the Colorado 
capitol, incorporating a restaurant, fashionable can- 
dy and baked goods store and ice cream service. 
In 1942, the firm made still another significant im- 
provement by leasing restaurants and sales space in 
the May Company, Denver department store, which 
made Baur’s products available to a still larger num- 
ber of customers. 

War time brought an unusual “switch”, when Baur’s 
was called upon to set up industrial cafeteria service 
in Denver factories and manufacturing plants, a pol- 
icy which has been continued ever since. 

The present executive management includes Mr. 
Gerald Peters, president; David S. Walker, vice-pres- 
ident; Sanford Walker, plant manager. These company 
officials, working closely with the departmental man- 
agers and supervisors, have managed to keep the 
Baur’s personnel well united. More than a dozen 
employees have been with the firm for more than 
30 years, and the Denver candy manufacturing firm 
is frequently extolled as an example of excellent em- 
ployee-management relations in the Colorado capitol. 

Occupying approximately 4,000 square feet of space 
on the third floor of the downtown headquarters 
building, Baur’s candy manufacturing plant main- 
tains a staff of 30 employees. The plant is a curious 
mixture of hand and mechanical operations, probably 
the most modern feature being two enrober systems, 
situated on the 102 foot long conveyor belt which 
passes through the three rooms which make up the 
boxed chocolate manufacturing division. 

Incidentally, among the number one contributors to 
plant efficiency are two “packing tables”, built by the 
Baur’s management, which consists of wedge shaped 
tables 20 feet in length, with a sloping department 
on each side, in which just under 100 boxes of stand- 
ard size chocolates are hand-packed, one variety at 
a time. Moveable “trolleys” roll easily along a con- 
cealed rail at the lower lip of the 45-degree packing 
surface, and permit packing employees to move slow- 
ly down the length of the table, packing one variety 
of candy at a time, repeating the process until the 
boxes are full. This table, incidentally, during _ its 
ten years of use, has worked out so well that it 
has likewise been adopted in the bakery department, 
which specializes in party pastries, such as 30 varieties 
of macaroons, almond cakes and petit fours. Bakery 
specialities such as these are separated only by a 
thin line from confections. 

Baur’s has never suffered a setback year in its own 
region and only last year began a bid for the national 
market, with the promotion of its products via popu- 
lar national magazines and newspapers for mail-or- 
ders. “Patience, hand operations, and an extremely 
close inspection system are the essentials for raain- 
taining top quality in candy production”, Sanford 
Walker said, “therefore, while there are many points 
at which mechanization might step up our produc- 
tion, we have been content to operate on this basis. 
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1955 
Editorial Index 


The following is a summary of the ar- 
ticles which have appeared in The Man- 
ufacturing Confectioner during 1955. 
A limited number of bound copies are 


available 


Book Reviews— 


A Company Guide to the Selec- 
tion of Salesmen (p. 40), Sep- 
tember 

Charting the Company's Future 
(p. 41), September 

Coordination and Communica- 
tion Problems of the Financial 
Executive (p. 41), September 

General State Food and Drug 
Laws, Annotated (p. 40), Sep- 
tember 

The Measurement of Particle 
Size in Very Fine Powders 
(p. 39), September 

This Is Liquid Sugar (p. 38), Sep- 
tember 

Today’s Woman Candy Cook 
Book (p 40), March 

Measuring the Size Compliance 
of Foods (p. 37), November 

Acetoglycerides—New Fat Prod- 
ucts of Potential Value to the 
Food Industry (p. 37), Novem- 
ber 

Reconstituting Moisture in Over- 
dried Popcorn by Blending 
with Wet Popcorn (p. 37), No- 
vember 

The Identification of Some Vola- 
tile Constituents of Concord 
Grape Juice (p. 37), November 

Elements of Food Engineering 
(p. 37), November 

Flavomatics in Food (p. 38), 
November 

Effect of Sucrose-Invert and 
High Conversion Glucose 
Syrups in the Preparation of 
Candied Cherries (p. 38), No- 
vember 

Candy Calories (p. 38), November 

Know Your Packaging Materials 
(p. 39), November 

Establishing Optimum Condi- 
tions for Storage and Handling 
of Semi-perishable Subsistence 
Items (p. 40), November 
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Candy Clinie— 


Assorted Chocolates up to $1.00 
(p. 43), March 

Bar Goods, 5c Numbers (p. 47), 
September 

Gums; Jellies; Undipped Bars (p. 
17), July 

Holiday Packages; Hard Candies 
(p. 37), January 

Marshmallows; Fudge (p. 78), 
June 

$1.00 and up Chocolates; Solid 
Chocolate Bars (p. 45), April 

Salted Nuts; 10c—15c—25c Pack- 
ages (p. 55), October 

Summer Candies and Packages 
(p. 47), August 

Cordial Cherries, Panned Goods, 
le Pieces (p. 41), November 


Technical Literature Digests— 


(p. 40, 41), March; (p. 38, 39, 40, 
41), September; (p. 37), No- 
vember 


Chocolate and Compound 
Coatings— 


Chocolate Crumb (p. 15), Febru- 
ary 

Chocolate Shell or Chocolate 
Coating (p. 33), September 

Evaluation of cacao other than 
by market quotations (p. 17), 
Dec. 

Moisture Determination at Am- 
brosia Chocolate Company (p. 
38), May 

Report on the NCA—AACT 
Technical Conference (p. 19), 
August 

Tempering of Confectioners’ 
Coatings (p. 99), June 


Packaging— 
Candy Carton Winners (p. 27), 
April 
Flexible Packaging in the Candy 
Industry (p. 49), June 


Is Your Packaging Up-to-date 
(p. 42), October 

New Packages (p. 38), February; 
(p. 37), April; (p. 40), August; 
(p. 50), October 

Phoenix Scores with New Pack- 
age (p. 33), April 

Re-evaluate Your Packaging 
Films (p. 33), April 

The Effect of Packaging and 
Storage Conditions on Choco- 
late-Covered Candies (p. 26), 
February 

The Word (p. 35), October 


Manufacturing Retailer— 


An Efficient Candy Kitchen (p. 
61), October 

A New and Better Method of 
Fudge-Making (p. 53), August 

Candymaking on Display (p. 45), 
November 

Honey in Confections (p. 55), 
April 

Ideas and Display Sell for Coach 
House Candies (p. 39), January 

Juliette’s of Southern California 
(p. 47), March 

A Mail box Sells Candy (p. 47), 
November 

Maskey’s of San Francisco (p. 51), 
April 

Nifty Nut House (p. 47), Febru- 
ary 

Specialists in Candy Bars (p. 45), 
May 

The Retail Kitchener Can Also 
Rise and Shine (p. 53), Sep- 
tember 


Corn Syrup, Honey and Sugar— 


Advantages of High Conversion 
Corn Syrup to the Candy Man- 
ufacturer (p. 38), June 

Honey in Confections (p. 55), 
April 

Limitations Found by Actual 
Experience in Use of High 
Conversion Corn Syrup in the 
Candy Industry (p. 40), June 

Natural Honies (p. 21), October 

Physical and Chemical Charac- 
teristics of Enzyme Converted 
Syrup (p. 35), June 

The Relative Sweetness of Some 
Sugar Solutions (p. 15), June 

The Sugar Report (p. 8), July; (p. 
58), August; (p. 62), September; 
(p. 66), October 


Patents— 


Candy Slicing Machine (p. 40), 
March 
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Production— 

A New and Better Method of 
Fudge-Making (p. 53), August 

A New and Simple System for 
Making Cream Centers and 
Fudge Continuously (p. 95), 
June 

An Efficient Candy Kitchen (p. 
61), October 

Ball Gum Manufacturing at Gum 
Products, Inc., (p. 24), March 

Chocolate Crumb (p. 15), Febru- 
ary 

Chocolate Shell or Chocolate 
Coating (p. 33), September 

Hard Candy Manufacturing at 
Close and Company (p. 23), 
May 

Modern Techniques in Confec- 
tionery Processing (p. 26), Jan- 
uary 

Pearson Modernizes its Peanut 
Processing Operation (p. 29), 
September 

Proceedings of the PMCA Pro- 
duction Conference (p. 25), 
June 


Research— 


Flexible Packaging in the Candy 
Industry (p. 49), June 

Further Studies on the Shelf Life 
of Coconut Bars (p. 75), June 

Limitations Found by Actual Ex- 
perience in Use of High Con- 
version Corn Syrup in the 
Candy Industry (p. 40), June 

Modern Techniques in Confec- 
tionery Processing (p. 26), Jan- 
uary 

Moisture Determination at Am- 
brosia Chocolate Company (p. 
38), May 

Moisture Determination at Cur- 
tiss Candy Company (p. 35), 
May 

Natural Honies (p. 21), October 

Physical and Chemical Charac- 
teristics of Enzyme Converted 
Syrup (p. 35), June 

Proceedings of the Eighth PMCA 
Production Conference (p. 25), 
June 

Report on the NCA—AACT 
Technical Conference (p. 19), 
August 

Scrap Recovery at F & F Labo- 
ratories (p. 11), March 

Tempering of Confectioners’ 
Coatings (p. 99), June 

The Effect of Packaging and 
Storage Conditions on Choco- 
late-Covered Candies (p. 26), 
February 
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The Relative Sweetness of Some 
Sugar Solutions (p. 15), June 
Watch the Sesame (p. 11), Janu- 

ary 


Machinery and Equipment— 


A New and Simple System for 
Making Cream Centers and 
Fudge Continuously (p. 95), 
June 

Ball Gum Manufacturing at Gum 
Products, Inc. (p. 24), March 

Chocolate Shell or Chocolate 
Coating (p. 33), September 

Hard Candy Manufacturing at 
Close and Company (p. 23), 
May 

Pearson Modernizes its Peanut 
Processing Operation (p. 29), 
September 

Proceedings of the PMCA Pro- 
duction Conference (p. 25), 
June 

Report of the AACT—NCA Tech- 
nical Conference (p. 19), Aug- 
ust 

Scrap Recovery at F and F Labo- 
ratories (p. 11), March 

The Jolly Rancher Plans for the 
Future (p. 15), September 

Truck Transportation at Holly- 
wood Brands (p. 21) January 

The Hannover Fair (p. 10), July 


Ingredients— 


Advantages of High Conversion 
Corn Syrup to the Candy Man- 
ufacturer (p. 38), June 

Chocolate Crumb (p. 15), Febru- 


ary 

Limitations Found by Actual Ex- 
perience in Use of High Con- 
version Corn Syrup in the 
Candy Industry (p. 40), June 

Natural Honies (p. 21), October 

Physical and Chemical Charac- 
teristics of Enzyme Converted 
Syrup (p. 35), June 

Report on the AACT—NCA 
Technical Conference (p. 19), 
August 

The Relative Sweetness of Some 
Sugar Solutions (p. 15), June 

The Retail Kitchener Can Also 
Rise and Shine (p. 53), Septem- 
ber 

The Texture, Consistence and 
Volume of Candies (p. 17), May 

Trends in Certified Colors (p. 91), 
June 

Watch the Sesame (p. 11), Janu- 


ary 
Honey in Confections (p. 55), 
April 


Report on the AACT—NCA 
Technical Conference (p. 19), 
August 

Scrap Recovery at F and F Labo- 
ratories (p. 11), March 

Specialists in Candy Bars (p. 45), 
May 

Curtiss Finds a New Release 
Agent (p. 23), November 

New Production Line for Pecan 
Crunch Bars (p. 31), November 

How Cordial Cherries are Made 
at Robert A. Johnston (p. 27), 
November 

Tempering of Confectioners’ 
Coatings (p. 99), June 

The Hannover Fair (p. 10), July 

The Jolly Rancher Plans for the 
Future (p. 15), September 

The Texture, Consistence and 
Volume of Candies (p. 17), May 


Management— 


An Opinion (p. 6), February 

Ball Gum Manufacturing at Gum 
Products, Inc., (p. 24), March 

Get Behind the Hoover Report 
(p. 58), June 

Hard Candy Manufacturing at 
Close and Company (p. 23), 
May 

Modern Transportation at Holly- 
wood Brands (p. 21), January 

NCA Convention Report (p. 9), 
July 

Pearson Modernizes its Peanut 
Processing Operation (p. 29), 
September 

Proceedings of the PMCA Pro- 
duction Conference (p. 25), 
June 

Re-evaluate Your 
Films (p. 35), April 

School Promotion (p. 9), Febru- 
ary 

Specialists in Candy Bars (p. 45), 
May 

The Advertising Agency and Pre- 
mium Promotions (p. 33), Aug- 
ust 

The Hannover Fair (p. 10), July 

The Jolly Rancher Plans for the 
Future (p. 15), September 

The Sugar Report (p. 8), July; (p. 
58), August; (p. 62), September: 
(p. 66), October 

Where Are We Going (p. 17), 
April 

Why They Buy Candy—And Why 
They Don't (p. 27), August 

What is the Potential Market for 
Candy (p. 17), November 


Packaging 
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Syrup (p. 35), June 


John M. Krno 


Limitations Found by Actual Ex- 
perience in Use of High Con- 
version Corn Syrup in the 
Candy Industry (p. 40), June 


Alfred E. Leighton 


The Retail Kitchener Can Also 
Rise and Shine (p. 53), Septem- 
ber 


M. R. Lodge 


Chocolate Crumb (p. 15), Febru- 
ary 


M. C. Staff Reports 


Candy Carton Winners (p. 27), 
April 

Highlights of the NCA Conven- 
tion (p. 9), July 

Juliette’s of Southern California 
(p. 47), March 

Maskey’s of San Francisco (p. 51), 
April 

Moisture Determination at Am- 
brosia Chocolate Company (p. 
38), May 

Moisture Determination at Cur- 
tiss Candy Company (p. 35), 
May 

New Production Line for Pecan 
Crunch Bars (p. 31), November 

Candymaking on Display (p. 45), 
November 

Nifty Nut House (p. 47), Febru- 
ary 

Phoenix Scores with New Pack- 
age (p. 33), April 

Proceedings of the PMCA Pro- 


duction Conference (p. 25), 
June 

Re-Evaluate Your Packaging 
Films (p. 35), April 

Report on the NCA—AACT 
Technical Conference (p. 19), 
August 

The Jolly Rancher Plans for the 
Future (p. 15), September 

Useful Statistics for Candy 
Makers (p. 12), July 

Where Are We Going (p. 17), 
April 


James Mayhew 
A New and Better Method of 
Fudge Making (p. 53), August 
A. E. Murphy 
Is Your Packaging Up-to-date (p. 
42), October 
Stewart Siebert 
Why They Buy Candy—and Why 
They Don't (p. 27), August 
F. W. Spannagel 
Flexible Packaging in the Candy 
Industry (p. 49), June 
Chet Spink 
Highway Location Clicks for 
Naas Candies (p. 81), June 
Tom Sullivan 


Doodlings (p. 8), July; (p. 6), 
August; (p. 10), September; (p. 
13), October; (p. 10), November 


Robert Whymper 


Evaluation of cacao other than 
by market quotations (p. 17), 
Dec. 


Natural Honies (p. 21), October 

The Relative Sweetness of Some 
Sugar Solutions—A New Angle 
(p. 15), June 


J. C. Woodroof 


(with B. G. Cowan and 

E. K. Heaton) 

The Effect of Packaging and 
Storage Conditions on Choco- 
late-Covered Candies (p. 26), 
February 


Dr. Samuel Zuckerman 


Trends in Certified Colors (p. 91), 
June 
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MACHINERY FOR SALE 


MACHINERY FOR SALE 





MACHINERY FOR SALE 








FOR SALE 


Model S #3 Savage Fire Mixers. 

50 gal. Model F-6 Savage Tilting 
Mixers, stainless kettle. 

200 Ib. Savage Flat Top Marshmal- 
low Beaters. 

Merrow Cut-Rol Cream Center 
Machine. 

50” two cylinder Werner Cream 
Beater. 

1000 Ib. Werner Syrup Cooler. 

200 Ib. to 2000 Ib. Chocolate Melters. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

600 Ib. Continuous Vacuum Cooker. 

Form 8 and Form 6 Hildreth Puller. 

6’ and 7’ York Batch Rollers. 

National Model AB Steel Mogul. 

National Wood Starch Buck. 

38” Copper Revolving Pans. 

Ball ca Dayton Cream Beaters. 

100 gal. Cooper Mixing Kettle with 
Double Action Agitator. 

We guarantee completely rebuilt. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, Ill. 














FOR SALE: One TRANSWRAP MA- 

CHINE B, slightly used, make 1950, 
with vibrated hopper, bucket conveyor, 
auger feed, pyrometer and photo register, 
cellophane and _ polyeth on sealing 
units for up to 4 oz. bags powdered 
material, offered at reasonable price. 
Contact Miltenberg & Samton, Inc., 10 E. 
40th St., New York 16, N. Y. 





FOR SALE: Chocolate center hand roll 

uniformer for soft creams and chewy 
filled centers, Price $35.00 F.O.B. Box 
20, Palmyra, Pa. 





FOR SALE: Candy extrusion machine for 

manufacturing old fashioned licorice 
cough drops, Brack and _ instructions 
included. Box 1250, The MANUFAC- 
TURING CONFECTIONER. 





FOR SALE: A special built fudge cutting 

machine. Will save portion of shorten- 
ing you are now using. Will save labor, 
improve production and appearance of 
fudge. Will cut 300 lbs. per minute one 
way. Also can cut peanut bars or similar 
candies. Box 1251, The MANUFACTUR- 
ING CONFECTIONER. 





FOR SALE: Rose 500 Caramel Wrapper 

for 7/8 x 7/8 x 5/8 piece, fold 
wrap; Forgrove mint stick Wrapper, 600 
a minute; 1/2” diameter and 2” long; 
2 model-K Kiss Machines arranged for 
cellophane, excellent condition. Box 
1059. The MANUFACTURING CON- 
FECTIONER. 
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FOR SALE: Latest model 7” Nielsen 
chocolate coater priced for immediate 
sale. Used as demonstrator only. Perfect 
condition. Box No. 1152, The MANU- 
FACTURING CONFECTIONER. 





FOR SALE: 2 Allis Chalmers Starch 
Gyratory Sifters, 1 Girdler Votator, 1 
DF Wrapping Machine, complete with 
Electric Eye Yin original crate), 4 Steam 
Jacketed Kettles, 48” Diameter, 35” 
Depth, complete with Agitators, 1 7-11 
model UF Hayssen Wrapping Machine 
with extended conveyor, 1 Model DW-1 
Wrap-King Wrapping Machine. Pump 
bars for National an Depositors: 
1-Single 18, 2-single 20, 1-single 24, 
l-single 30, 1-sin Te 30 with two-tone 
attachment, l-double 30, 1l-double 40, 
1-triple 40, 1-35 Gallon capacity Monel 
metal steam jacket kettle with direct 
motor driven single acting agitator. 
Fred W. Amend Co., Danville, Ill. 





STAINLESS STEEL POTS 200, new 12 

gallon stainless steel ts, 23” in 
diameter, 8” tall, with shallow dish bot- 
tom, two lifting handles. Ideal for vacu- 
um cooker receiving kettles, or odd 
uses around candy factory or bakery. 
Will hold 150 pounds of candy. Heavy 
Guage. Price $39.00 each, FOB Birming- 
ham, Ala., Machine & Fabricated Prod- 
ucts Company, Box 6446, Tarrant, Ala. 





FOR SALE: Tray Lock Machines type 

TL-B-EL, end lock. Also several TLA 
machines for setting up and side lock- 
ing. All units in good order. Box 1058. 
The MANUFACTURING CONFEC- 
TIONER. 





FOR SALE 
Mill River Depositor for chocolate. 
5000-Ib. Lehmann Liquor Tanks (un- 
used). 
Bramley Mills (unused). 
Hohberger Cream Machine, complete 
installation. 

GH-2 Wrapping Machines (excellent) 
condition). : 
Box 1060. The MANUFACTURING 

CONFECTIONER. 








POSITIONS WANTED 











PAN MAN. Expert in general line, 35 
ears practical experience, hot and 
cold grossing, chocolate pan work, fin- 
ish and polishing; bubble gum base, and 
regular chewing gum line. Best of ref- 
erences. Holding position as foreman, 
desire change. Box 1156, The MANU- 
FACTURING CONFECTIONER. 





SUPERINTENDENT, now employed, 

wishes to make a change. 35 years 
experience. Familiar with mass produc- 
tion and handling personnel. Can create 
new candies and ideas. Will furnish high- 
est grade references. Box 1252, The 
MANUFACTURING CONFECTIONER. 





BUBBLE GUM BASE Man experienced 
in bubble gum base and regular chew- 
ing gum for pan line. Willing to go any- 
where to teach the process of making 
the base. Panning, coloring and _polish- 
ing the same. Box 1155, The MANU- 
FACTURING CONFECTIONER. 





WILL exchange 5’ Racine Snow Plow 
Cream Beater for 4’ F & B in first 
class condition. Racine in perfect condi- 
tion only too large for our use. 300 
pounds capacity. S. E. Cramer, Barbara 
Fritchie Shoppes, Frederick, Md. 





FOR SALE: 1 32” National Enrober 

with 24” Sisco Nut Roller. 4—Peerless 
Plastic Machines with 1 die each. 6— 
York Batch Rollers. 2—Old type Hans- 
cella Batch Rollers. 2—1000 lb. National 
Chocolate Kettles. 1—800 lb. Duplex 
Chocolate Kettles. 2—Hudson Sharpe 
Wrapping Machines with electric eye. 
1—2 Barrel Reade Dough Mixer. 1 32” 
Anderson 2-way Cutting Machine. 1— 
Hohberger Continuous Cooker. 1-10 HP 
Mears Kane Steam Boiler. Box 1052. 
The MANUFACTURING CONFEC- 
TIONER. 


MACHINERY WANTED 











WANTED: Savage revolving pan 18”, 

Groen gas vacuum cooker, 2 ft. Dayton 
cream beater, 20 qt. vertical mixer; 
small size horizontal marshmallow beater; 
6” chocolate coater; 50# chocolate 
melter. New or used equipment wanted. 
State condition and price of equipment. 
Box 1253, The MANUFACTURING 
CONFECTIONER. 





HELP WANTED 











WANTED: PAN MAN—Working fore- 
man for leading New York City plant. 
Experienced in Jordan almonds, jelly 
beans, choc. work. Box 855 The MANU- 
FACTURING CONFECTIONER. 


THE MANUFACTURING CONFECTIONER 
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aaah MODERN EQUIPMENT > Plant 


SAC ASS APT A ONS AA Sade PEN Ne aa IS SAIN ELI SNE 


BH 





AT SPECIAL 
SACRIFICE PRICES 
FOR QUICK SALE 














2—Package Machinery Co. FA2Q Wrappers, with and 4 4 
without Electric Eye. 


BERS RA A COS aN OOS BRE ee RES EROS ESTAS STEUER Tair Os 





e All Equipment Must be 
Moved immediately. 





¢ Machines Still Set Up in 
Original Position. 











OZ , 
TAF . INSPECTION CAN BE 


Triangle G2C Fillers. Simplex high-speed Automatic Bag Making Stokes and Smith 


Machine, with Electric Eye. Model B Transwrap, ARRANGED BY 
a RRS aS ihes Oe Sak Pa TST OR a nk peter. eR APPOINTMENT 


LISSA 























Act Promptly For 
Choicest Selection 


AIS 


* 
Ny 


SRR AAS 
gv es De Sad 


Quantities 
Are Limited 




















Forgrove late-style, gears running in Forgrove Model 26D high speed 
oil, Model 22B high speed Hard : Universal Fold Wrapper. For foil, 
: Candy Twist, Wrapper. a cellophane and wax wrapping. 
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These Offerings Are 
Subject To Prior Sale 














Write, Wire or Phone Colldet 
To Our New York or | 
Chicago Offices For 
Further Details and 


Package Machinery Co. Models Special Low Prices 
LP and LP3 Sucker Wrappers. 
tS Sat EERE OE NG NE Re Se ROR I ORE 


Union Confectionery Machinery Co., Inc. 10 


318-322 Lafayette St 167 N. May St Machinery ilies 


New York 12,N.Y Chicago, II! Established 1912 
CAnal 6-5333-4-5-6 ' Seely 3-7845 
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Package Machinery Co. Model DF Bar Wrapper, with 
Electric Eye and Cardboard Roll Feed. 











BUSINESS FOR SALE 








MISCELLANEOUS 











FOR SALE: Candy manufacturing and 

glace’ fruit packing, wholesale only. 
Ten years established. Quality reputation, 
sell to finest stores in Florida, also na- 
tional business growing. Good volume, 
$20,000 yearly. Price including ma- 
chinery, $37,000, plus inventory. Terms. 
Good businessman can increase volume 
steadily. Located in Miami, Florida, a 
wonderful place to live. Box 1154, The 
MANUFACTURING CONFECTIONER. 
FOR SALE: Small candy factory, real 

estate and business. Completely 
equipped for retail and small wholesale 
business. 5’ ball beater; hard candy line; 
large Friend machine; 6’ and 8’ cooling 
tables; chocolate coating machine. Com- 
pletely air-conditioned and many other 
machines. Established 33 years. Good 
reason for selling. Retail and large apart- 
ment, down town section. Large mort- 
gage can remain. Bodine’s Candies, 
Bridgeton, New Jersey. 





Frank Z. Smith, Ltd., Mfg. Sales Agts. 

Box 24 Camp Taylor St. Louisville 
13, Ky. Candies Specialties, Territory 
Ky. Tenn. and Ind. 3 salesmen. 





FOLDING CANDY BOXES: All sizes 

carried in stock for prompt delivery. 
Plain, Stock Print or Specially printed. 
Write for our new catalog of Every- 
Day and Holiday Fancy Boxes, and all 
Paper Products used in the manufacture 
and packaging of candies. PAPER 
GOODS COMPANY, INC., 270 Albany 
Street, Cambridge 39, Mass. 





CLASSIFIED ADVERTISING is 

designed to aid the candy man 
in finding a market for or source 
of used equipment, services and 
miscellancous items. In replying 
to ads address: Box Number, The 
Manufacturing Confectioner, 418 
N. Austin Blvd., Oak Park, Illinois. 

Minimum insertion is 3 lines, at 
40¢ per line, 80¢ for bold face; 
not subject to agency discounts. 

















LINES WANTED 











CANDY AND ALLIED LINES for 

Western Pennsylvania. Twenty years 
experience same territory. Box 1255, The 
MANUFACTURING CONFECTION ER. 
LINES WANTED: Broker covering 

Pennsylvania excluding Philadelphia, 
open for line or specialty items. Call on 
jobbers, chains, supermarkets and ven- 
dors. Over 25 years experience, large 
personal following with trade. Box 1256, 
The MANUFACTURING CONFEC- 
TIONER. 





WE BUY & SELL 


NEES RNR 
ODD LOTS @ OVER RUNS @ SURPLUS 





SHEETS*ROLLS*SHREDDINGS 
Cellophane rolls in cutter boxes 100 ff. or morc 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags Sheets & Rolls 


Tying Ribbons—All Seotch Ta 
Colors & Widths Clear & Colors 


Diamond ‘Cellophane’ Products 


Harry L. Diamond Robert L. Brown 


“At Your Service” 


74 E. 28th St., Chicago 16, Illinois 











Subscribe to 


THE MANUFACTURING 
CONFECTIONER 


Only $5 for 2 years, $3 for 1 year 

in U. S. and Canada. Only $7.50 

for 2 years, $5 for 1 year in other 
countries. 


Feature Articles 

Candy Clinic 

Candy Packaging 

Candy Equipment Preview 
Technical Literature Digest 
Manufacturing Retailer 
Book Previews 

And many other features 


418 N. Austin — Oak Park, Il. 




















Atlantic States 





HERBERT M. SMITH 


Confectionery Brokers 





KAISER MICHAEL 


Broker 


Manufacturers’ Representative 
“‘World’s Finest Candies” 


911 Richmond Drive, S. E. 





- 818 Palmer Drive 


NO. SYRACUSE, NEW YORK 
Terr.: New York State 


ROY E. RANDALL CO. 
Manufacturers’ Representative 
P. O. Box 605—Phone 7590 
COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina 
Over 25 years in area 





SKELL 


FELIX D. BRIGHT & SON 


Candy Specialties 
P. O. Box 177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 


Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisana 


ALBUQUERQUE, NEW MEXICO 


Terr.: New Mexico, Arizona & El 
Paso, Texas area 











BU 
BROKERAGE CO. 


1136 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., tern Tenn., 
and Eastern Kentucky 


SAMUEL SMITH 
2500 Patterson Ave. Phone 22315 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAR. 
Terr.: Virginia, N. Carlina, 
S. Carlina 


Pacific States 








West Central States 


LIBERMAN SALES 
COMPANY 





JAMES A. WEAR & SON 


P. O. Box 27 
BALLINGER, TEXAS 


1705 Belmont Avenue 
SEATTLE 22, WASHINGTON 
I. Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., 
Utah 


Territory: Texas 





JIM CHAMBERS 


Candy Broker 
84 Peachtree Street 
ATLANTA, GEORGIA 


W. M. (BILL) WALLACE 


Candy and Specialiy Lines 
P. O. Box 472—111 Rutland Bldg. 
DECATUR, GEORGIA 








Mountain States 


HARRY N. NELSON CO. 
646 Folsom Street 





G & Z BROKERAGE 


SAN FRANCISCO 7, CALIF. 
Established 1906 
Sell Wholesale Trade Only 








Terr.: Ga., Ala., and Fla. 


Terr.: Ga. & Fla. COMPANY 
Thorough Coverage Terr.: Eleven Western States 


New Mexico—Arizona E] Paso 
County Texas 








WM. E. HARRELSON 


Candy & Allied Lines 
5308 Tuckahoe Ave.—Phone 44280 


RICHMOND 21, VIRGINIA 
Terr.: W. Va., N. & S. Car. 


P. 0. Box 227 ALBUQUERQUE 
East Central States N. Mex. RALPH W. UNGER & 


RICHARD H. BROWN 


923 East 3rd St. 
Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Texas & Nevada 


Personal service to 183 jobbers, 

super-markets and department 

stores. Backed by 26 years experi- 

ence in the confectionery field. We 

I gg ho call on every account personally 

Terr.: Wis., Ia., Ill. (excluding Chi- every six weeks. Candy is our busi- 
cago), Mich. (Upper Penn.) ness. 





BERNARD B. HIRSCH 
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Ambrosia Chocolate Co........ Oct. 55 
American Sugar Refining Co..Nov. °55 
Anheuser-Bush, Inc. ............. 15 
Armour & Company.......... Nov. ’55 
Atlas Powder Co........ Second Cover 
Tew et Poets Ce... . we seis 3 
Burke Products, Inc.......... Oct. ’55 
Wie IR acon worn sanewns 62 
C & C Candies, Inc.......... Sept. ’55 
California Almond Growers 

IN 9550-5 os CK tb A Seo ereidg wine 61 
Clinton Foods, Inc........... Nov. ’55 
Corn Products Sales Company.... 24 
Cranberry Products, Inc...... Nov. 55 
Dodge & Olcott, Inc.......... Nov. 55 
Durkee Famous Foods........ Nov. ’55 
Florasynth Laboratories, Inc...July °55 
Fritzsche Brothers, Inc........... 8 


INDEX 


Advertisements of suppliers are a vital part of the industrial publication's service to 
its readers. The following firms are serving the readers of The Manufacturing Confec- 
tioner by placing their advertisements on its pages. The messages of these suppliers 
are certainly a part of the literature of the industry. Advertising space in The Manu- 
facturing Confectioner is available only to firms supplying equipment, materials, and 
services for the use of confectionery manufacturers. 


x *k * 
RAW MATERIALS 


Cie: FO Oe Ss on sis scan 52 
ey ese geay e Nov. 55 
Gunther Products, Inc......... July °55 
Hooton Chocolate Co..........59, 62 
Walter H. Kansteiner Company.... 59 
Kohnstamm, H., & Company, Inc.. 16 
Maxwell House Div., 

General Foods Corp........ Nov. 55 
Merckens Chocolate Company, Inc. 70 
National Aniline Division, Allied 

Chemical & Die Corp....... Oct. °55 
National Sugar Refining Co... .Nov. °55 
Nestle Company, Inc., The........ 11 
Norda Essential Oil and Chemical 

Company, Inc......... Fourth Cover 
Nu Coat Bon Bon Company...... 55 


The Nulomoline Div. American 


PRODUCTION MACHINERY AND EQUIPMENT 


The Aluminum Cooking Utensil 


EE eke weasey os. k0 o Nov. 
Buhler Brothers, Inc............. 
Jabez Burns & Sons, Inc....... June 
Burrell Belting Co...........] Jov. 
Fred §. Carver, Inc.......... Sept. 
Cincinnati Aluminum Mould 

cain Grates do Waa ia b's: 46 407s Nov. 


Confection Machine Sales Co. . Nov. 
OSs nee ree 
Currie Machinery Company... . June 


10 
55 
"55 


"55 


55 
"55 
55 
55 


The Girdler Company............ 
Greer, J. W., Company........... 


Lehmann, J. M. Company, Inc. Nov. 
Molded Fiberglas Tray 


CE co vcaxcd-100 000000 Aug 
National Equipment Corp.... . Nov. 
Niagara Blower Company... .. Nov. 


Racine Confectioners’ Machinery 
ROO ecisc SEER Rees eke Che ee ee 


+ aaa Oct. ’55 
Oringer Manufacturing Co... .Nov. ’55 
Penick & Ford, Ltd., Inc......... 50 
Pfizer, Chas., & Co., Inc. ..Third Cover 
UE Ne err eas 62 
Polak & Schwartz ........... Nov. °55 
Refined Syrups & Sugars Inc...... 7 
Speas Company ............. Sept. ’55 
Staley, A. E., Mfg. Company. .Nov. ’55 
Denman, Wks Bo GOR. ss oso cccacces 53 
Sterwin Chemicals, Inc .......... 8 
Sunkist Growers ................ 19 
Union Sales Corp............ Nov. ’55 
Van Amerigen-Haebler, Inc....... 14 
Wilbur-Suchard Chocolate 

eo A ea 23 
Rotary Machine Co........... July °55 
Sain me Gs 6 coos diese pea ts 51 
Sheffman, John, Inc............. 26 
Standard Casing Co., Inc., The.... 55 
Stehling, Chas. H., Co........... 57 
Taylor Instrument Co......... Nov. ’55 
Union Confectionery Machinery 

Ey. SU act vhs wes) Ghee ess 67 
Vacuum Candy Machinery Co.... 12 


Voss Belting & Specialty Co...Nov. °55 


PACKAGING SUPPLIES AND EQUIPMENT 


American Viscose Corp........... 32 
Bakelite Company .............. 35 
Battle Creek Packaging Machines 

DER och WS t ccGdew cash ea 3 Oct. °55 
Cooper Paper Box Corporation.... 34 
H. S. Crocker Co., Inc........ Oct. °55 
Daniels Manufacturing Co....Nov. ’55 
Diamond “Cellophane” Products... 68 
Doughboy Industries, Inc......... 37 
Dow Chemical Co., The.......... 31 
Eastern Can Company........ Aug. 55 
Exact Weight Scales Co.......... 45 


for December, 1955 


Foxon Company, The............ 


French Glass Co., Inc............ 
Cc: G. Gira & OM: 60550 e es Oct. 
Heekin Can Co., The......... Oct. 


Hudson-Sharp Machine Co........ 


Ideal Wrapping Machine Company 
Industrial Marking Equipment... . 


ied Cote Tae soo sk ea sans 
Lynch Corporation, Packaging 


Machine Division ......... Sept. 


Melrose Packaging Corp.......... 


NE ON i cadences eeene Oct. °55 
Package Machinery Co........... 41 
Rhinelander Paper Company..... . 40 
Riegel Paper Corporation......... 18 
The Rushton Company and 

Atlanta Playthings Co...... Oct. ’55 
Stuyvesant Engineering Company.. 44 
Sweetnam, George H., Co........ 30 
ORE ich ss bacseacdh's 44 
Tomkins’ Label Service.......... 38 

Triangle Packaging Machinery 
We dase wa ees cebeten 1045 5N See 39 
Visking Corporation ............. 36 
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See our display at the 
Philadelphia Candy 
Show 

Benjamin Franklin Hotel 
Room 423 — 

Jan. 29 through Feb. 1 


MERCKENS 


MERCKENS CHOCOLATE COMPANY, INC. 
155 Great Arrow Avenue, Buffalo 7, New York 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 
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ON TREES... 


they couldn’t taste 
any more tangy 

than the fruit flavor 

of your candy products 
made with 


CHAS. PFIZER & CO., INC, 


Chemical Sales Division 

630 Flushing Ave., Brooklyn 6, N.Y 

Branch Offices: Chicago, II!.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga 


Pfizer 


Manufacturing Chemists for Over 100 Years 





0 this Qood Old WOT... i. nccsccoitnn 


What has anyone ever found better to say 
Than 
Vay you be peaceful 
Healthy. and glad — 
Vay the New Year 
Be better 
Than any you've had! 


May you enjoy 


Every blessed minute! 


It’s wished from the heart. 


And our whole heart's in it 


Norda ® , 601 West 26th Street, New York 1, N. Y. 


CHICAGO * LOS ANGELES * SAN FRANCISCO * MONTREAL * TORONTO * HAVANA * LONDON © PARIS * GRASSE * MEXICO CITY 








